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Football Games 
to Have Plenty 
of Sponsorship 


Some Pro Teams Ban TV 
But Many Don’t; Autos, 
Oil Lead the Backing 


New YorK—Radio and video 
will be on hand for major college 
football games again this season, 
but the prying eye of the TV cam- 
era will be barred from many pro- 
fessional pigskin games. 


As a result, good gridiron ad- 
vertising rights, the cream of 
which have long since been pre- 
empted by veteran sponsors, are 
expected to be even harder to 
come by than usual. 

Believing that television’s in- 
fluence toward keeping paying 
customers away from the field— 
particularly during rain, snow or 
sleet-—outweighs its promotional 
value for the sport, the All-Amer- 
ican Football Conference decided 
not to permit video coverage of 
any home games. Individual clubs, 
if they wish, may televise out-of- 
town games for relay to fans back 
home. Such telecasts will not be 
carried in the cities where the 
games are being played. Attend- 
ance at All-American Conference 
clashes last year was off 7%. 


# With the exception of the two 
West Coast teams, whose home 
cities are not reached by TV’s net- 
working facilities, all clubs in the 
conference are negotiating for 
away-from-home sponsors, some 
of which may be set by the time 
this story gets in print. A good 
bet for the Baltimore Colts’ spon- 
sor is Gunther Brewing Co., a big 
Sports user in that area. 

National League teams did not 
vole any general policy on video. 
So far only the Philadelphia 
Eagles, which have sold the away- 
lrom-home TV rights to the Sun 
Oil Co., have come out officially 
against video on the home grounds. 
Al! Washington Redskin games are 
to be carried on AM and TV by 
American Oil Co. for Amoco. 

“ifteen National League games 
wil be covered for TV in 12 
non-league cities, and in certain 
le.gue cities where no NL foot- 
bel game is going on at the time, 
Over the ABC network under the 
bonsorship of Sun Oil. Time was 
“cared through Hewitt, Ogilvy, 


Benson & Mather. 


‘. W. Ayer & Son is arranging 
a augmented football schedule for 
antic Refining Co.’s 14th year 
1 sponsor of the game. Regional 
‘lio networks are being set up 
cover East Coast high school and 
© \lege games. A series of college 
& mes will be telecast. Co-sponsor 
western Pennsylvania contests 
‘ ll - Chevrolet Dealers of Pitts- 
pH rg 4 
_ Chevrolet Motor division of 
G neral Motors, through Camp- 
l-Ewald Co., will carry five top 
tre Dame games over the Du- 
‘ont Television Network. DuMont 
‘“S recording and theater rights 
(Continued on Page 63) 
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PROMOTES SAFETY—Ford Motor Co., building dealer traffic and promoting car 

and truck safety at the same time, launched a $100,000 contest last week with this 

magazine spread. The campaign, to run through October, also includes radio, video 
and outdoor advertising. 


Mechanized WU 
Reveals Number 


of New Services 


Sales Chief Mitchell 
Holds High Hopes for 
Deskfax, Operator 25 


By CHARLES DOWNES 


New YorK—With the completion 
of its $70,000,000 mechanization 
program, Western Union Telegraph 
Co. is inaugurating new services, 
reviving and revamping former 
services that had to be abandoned 
during the war, and is preparing 
plans for more aggressive sales 
promotion, A. K. Mitchell, new di- 
rector of sales and services, told 
AA last week. 

The telegraph company’s na- 
tionwide mechanization program, 
now virtually completed, elimi- 
nates manual transmission and en- 
ables telegrams to be flashed to 
their destinations automatically at 
a speed of 186,000 miles a second, 
no less. Other mechanical improve- 
ments also have been put into op- 
eration since the war which, Mr. 
Mitchell said, will enable Western 
Union to do a much more effec- 
tive job than was ever possible in 
the past. 

Among the new services that 
the company plans to push are its 
Operator 25 service, its Deskfax 

(Continued on Page 57) 
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$100,000 Safety 
Contest Launched 
by Ford, Dealers 


Detroit—An extensive national 
advertising campaign will spur 
interest in the $100,000 car check 
and safety contest being sponsored 
by the Ford division of Ford Mo- 
tor Co. during September and Oc- 
tober. 

The drive was launched with 
two-color spreads in Collier’s, Life 
and The Saturday Evening Post; 
poster panels on more than 8,000 
boards throughout the country, 
and comic cartoon ads. Dealers 
are supporting the safety cam- 
paign with aggressive newspaper 
advertising support and spot re- 
dio and video announcements. 

National magazine advertising 
will continue throughout the cam- 
paign, Ford officials said, with an 
ad appearing each week in at least 
one publication. Network televi- 
sion and radio also will explain 
details of the contest throughout 
its duration. 


ws Ford’s 6,400 dealers are being 
supplied with window posters, en- 
(Continued on Page 8) 
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ABC, CBS, NBC 
Seek Injunction 
on Giveaway Ban 


Network Briefs Claim 
FCC Lacks Authority; 
Programs Described 


New YorK—American Broad- 
casting Co., Columbia Broadcast- 
ing System and National Broad- 
casting Co. last week took their 
giveaway problems to court. 

First to take legal action was 
ABC, which on Wednesday asked 
the federal court for a permanent 
injunction enjoining the Federal 
Communications Commission from 
enforcing its ban on prize pro- 
grams. 

The network complaint charges 
that the commission as a regula- 
tory body has no jurisdiction over 
Section 1304 of the criminal code 
on lotteries. FCC’s order of Aug. 18 
classified many high-rating audi- 
ence participation shows as lotter- 
ies and warned stations their li- 
censes would not be renewed after 
Oct. 1 if they continue to air such 
shows. 


ms ABC also asserted: “Under guise 
of interpreting a statute enacted by 
Congress, the commission has 
usurped the power of Congress 
to determine what may and what 
may not be broadcast by means of 
radio communication and what 
sanctions and other penalties shall 
be imposed for violation of a 
statute.” 

Pointing out that the rules were 
passed by four of the commission’s 

(Continued on Page 61) 


Last Minute News Flashes 
Full-Color Pages Set for Diamond Matches 


New YorK—Diamond Match Co. will touch off a campaign for its 
wooden matches with full-color pages in The American Weekly, Life 
and 110 newspapers. Copy points out the matches are non-poisonous, 
have no afterglow and act as room deodorizers. McCann-Erickson is 


the agency. 


Gigantic Spot Schedule Planned by Doyle 

Los ANGELES—For two or three weeks starting late this month, 
Doyle Packing Co., to promote its Strongheart dog food, will use an 
overwhelming number of spot announcements—up to 50 a day per 
station—in more than a score of East Coast markets ranging from 
Maine to Miami, Fla. One or two stations will be used in each city. 
Later, Doyle may follow the same plan in other major markets through- 
out the nation. John H. Riordan Co. handles the account. 


Nestle’s Fall Campaign to Open Sept. 25 


New YorK—Lamont, Corliss & Co. will open a fall campaign for 


Nestle products Sept. 25 in The American Weekly. Brownies, 


Toll 


House cookies and special holiday chocolate cookies will be featured 
as a tie-in throughout the fall. Better Homes & Gardens, Ladies’ Home 
Journal, Parade, This Week Magazine and comic supplements will be 
used. Cecil & Presbrey has the account. 


Bruns, R&R V. P., Joins Duane Jones 
New YorK—Frederick C. Bruns, formerly a vice-president of Ruth- 
rauff & Ryan, will join the Duane Jones Co. on Sept. 12. 
(Additional News Flashes on Page 61) 


P&G Spent $13,333,811 
in 5 Media; LNA Study 
Covers Period to June 


New YorK—Procter & Gamble, 
with a first half expenditure of 
$13,333,811, led all national ad- 
vertisers for the first six months 
of 1949, according to a recapitula- 
tion published last week by Lead- 
ing National Advertisers. 

This information, available for 
the first time this year, is drawn 
from Publishers’ Information Bu- 
reau reports, and is contained in 
“National Investments in 1949, 
First Six Months.” The Magazine 
Advertising Bureau has published 
a similar compilation annually. 

The book contains detailed ad- 
vertising expenditures for some 
1,500 advertisers who spent $20,- 
000 or more during the period in 
81 magazines, six farm magazines, 
seven Sunday magazine sections of 
newspapers, four radio networks 
and four television networks. 


es Trailing P&G came General 
Motors ($8,101,345), General Foods 
($7,692,883), Lever Brothers ($7,- 
102,068) and Colgate-Palmolive- 
Peet ($5,838,239). 

Expenditures for advertisers in 
network television are reported for 
the first time in this compilation. 
Companies using television num- 
bered 134, with total expenditures 
reaching $4,142,564. Among the 
largest TV users were Admiral 
Corp., $268,082; Liggett & Myers 
Tobacco Co., $229,180; Radio Corp. 
of America, $391,320, and R. J. 
Reynolds Tobacco Co., $344,405. 

Although total expenditures in- 
creased from $355,405,310 in 1948 
to $357,861,874 in 1949, some of 
the categories showed decreases. 

Toiletries and toilet goods de- 
clined a little more than $3,000,000 
to $38,897,624; beer, wine and 
liquor slipped from $13,940,254 to 
$13,761,411; and apparel, footwear 
and accessories slipped from $25,- 
798,077 to $24,676,757. 

Classifications showing a gain 
included food and food products; 
smoking materials, which rose 

(Continued on Page 58) 


Bernsteins Hurt 
in Auto Accident 


Cuicaco—Sidney R. Bernstein, 
AA’s editor, and his wife, Adele, 
were injured in an auto accident 
Sunday, Aug. 28, near Benton Har- 
bor, Mich., soon after starting on a 
vacation trip. 

Mr. Bernstein suffered eight 
fractured ribs and shock and Mrs. 
Bernstein received a slight con- 
cussion and a broken nose. The 
accident occurred when a farmer 
made a left turn head on into the 
which was de- 


Bernsteins’ car, 
molished. The farmer was only 
slightly hurt. 

The Bernsteins were removed 


from the Benton Harbor Hospital 
to Michael Reese Hospital here 
Wednesday. They are “getting 
along okay.” 
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National Cranberry Group 
Offers Cook Book Premium 


Ocean Spray, Hanson, Mass., 
will offer a new recipe book in 
October in magazines and news- 
papers. Titled “Twenty Famous 
Cranberry Dishes from Famous 
American Eating Places,” it will 
be sent to customers who send in 
a coupon with 10¢. 

Color insertions featuring a 
cranberry chiffon pie from one of 
the recipes will announce the offer. 
Ads will appear in Better Homes 
& Gardens, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, This Week Magazine, Woman’s 
Day, Woman’s Home Companion, 
and Western Family. Newspaper 
coverage will include about 50 
cities throughout the country. 
Harry M. Frost Co., Boston, is the 
agency. 
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FCC Plans Full Test 
on TV Color; Jones, 
Stanton in Argument 


WaAsHINGTON—Acting Chairman 
Paul A. Walker of the Federal 
Communications Commission 
called Monday for a thorough test 
of the color television systems 
which will be discussed at FCC 
hearings beginning Sept. 26. 

Commissioner Walker reminded 
RCA Victor and Columbia Broad- 
casting System that neither organ- 
ization has submitted engineering 
statements to support their claims 
for workable color television. He 
asked each to provide full infor- 
mation by tomorrow (Sept. 6) “so 
that interested parties and the 
commission staff may have the op- 
portunity to study the proposals.” 


as Meanwhile, Commissioner Rob- 
ert Jones continued a heated ex- 
change of letters with CBS Pres- 


= |ident Frank Stanton. Commissioner 


Jones said Mr. Stanton’s letter of 


Aug. 25 describing CBS progress 
in the color field “impresses me 
greatly.” 

“However,” he centinued, “it 
reminds me of the race horse 
which, having run a fine race, sud- 
denly balks at the finish line.” 

Mr. Stanton contended that an 
earlier letter from Commissioner 
Jones implying a lack of effort by 
CBS was “entirely unfounded and 
unfair.” 

In reply, Commissioner Jones 
said, “You profess diligence in ad- 
vocating your system, but from 
the standpoint of the commission’s 
responsibility, we must know 
whether the laymen can operate 
3.” 

Commissioner Walker, in letters 
to CBS, RCA and Color Television 
Inc., three organizations proposing 
to offer color systems at the Sept. 
26 hearings, asked that “as large 
a number of receivers as possible 
be available for demonstration 
purposes.” 


ws “While the number of receivers 
which may be involved in the 


tests is, of course, not the sole de- 
termining factor, it is to be recog- 
nized that the greater the num- 
ber and types of receivers that 
are available for the déemonstra- 
tions, the more complete will be 
the information available to the 
commission.” 

Commissioner Jones also wrote 
Mr. Stanton that color television 
should be widely tested by the 
public. 

Nearly 200 companies filed com- 
ment on the FCC plan for two- 
band television based on the 12 
existing channels with 42 ad- 
ditional ones in the “ultra high 
frequency” band. Most comments 
supported the plan, with modifi- 
cations. 


PREMATURE PROMISES 
ON TV COLOR HIT 

New YorK—Asserting that color 
publicity has had an adverse ef- 
fect on the sale of black-and-white 
TV sets, Benjamin Abrams, presi- 
dent of Emerson Radio & Phono- 
graph Corp., last week said “it 
will be tragic if color television 
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... Average woman readership in the 1949 Hometown Daily Read- 
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standards are adopted now anc 
later found to be inadequate.” 

Mr. Abrams said color video i 
still in the laboratory stage anc 
urged the industry to concentrat« 
on bringing b&w set prices within 
reach of everybody. Color wil 
then be the next step, he stated. 

Predicting that color TV wil! 
not be sufficiently perfected for 
general use before 1953, the man- 
ufacturer estimated that color con- 
verters for present sets cannot be 
made for less than $300 to $500 
All color receivers, especially built 
for color, could not be retailed for 
less than $1,000, he believes. 


a Mr. Abrams attributed what he 
termed Radio Corp. of America’s 
“premature release” of its all-elec- 
tronic color system, to be demon- 
strated to the Federal Communica- 
tions Commission this month, to 
“proddings from a well-meaning 
individual from Colorado, where 
no television exists.” 

This was a reference to Sen. 
Edwin C. Johnson’s oft-re- 
iterated charges that the television 
industry is deliberately stalling 
on color progress. 

Citing the industry’s past his- 
tory to refute this charge, Mr. 
Abrams suggested: 

“Senator Johnson may require 
more enlightenment on the subject. 
He should realize that color tele- 
vision is not something you can 
get by pushing a button. It will 
have to come by the hard route 
of science.” 


DUMONT GIVES VIEWS 


New YorK—‘“Final determina- 
tion of commercial color television 
requires extensive experimenta- 
tion and field tests. Such tests are 
imperative before the FCC can 
consider adopting standards. This 
will take years.” 

This is the opinion of Dr. Allen 
B. DuMont, pioneer TV scientist 
and president of Allen B. DuMont 
Laboratories, as outlined last week. 

“We would welcome color, if 
good color were available. The 
proposed color systems of CBS 
and RCA each claim that it will 
be fairly simple and inexpensive 
to convert present black-and-white 
sets to receive color. That remains 
to be seen. 

“In any case, we hope the dis- 
cussion in color will not cloud 
the major issue before the FCC, 
which is the practical assignment 
of VHF and UHF channels to 
make full use of the spectrum, to 
prevent monopoly and provide the 
widest service to the public as 
quickly as possible.” 

Dr. DuMont reiterated (AA, 
July 18) his belief that the com- 
mission’s proposed 54-channel sys- 
tem would create a one-network 
monopoly. DuMont will submi! 
an alternative 81l-channel plan, 
providing four channels per cit) 
for most of the 140 metropolitan 
districts when the FCC opens hear- 
ings on the proposal (AA, Aug 
22). 


ABC Net Shifts Two 


Charles C. Barry, formerly vice- 
president in charge of television, 
has been named vice-presiden' 1! 
charge of radio-video programs (0! 
American Broadcasting Co., a ttle 
which he had once before. J. 
Donald Wilson, vice-president © 
network programs, becomes v ce- 
president and national directo: ©! 
network programs. 


Sheridan Joins Landphere 
Roger Sheridan, formerly a p: I 
ner in Clark-Sheridan, design ins 
firm, has joined Max Landplere 
& Associates, San Francisco cm 
mercial art studio. 
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The top half of the nation’s farms accounts for 90% of all farm income. 


The top third accounts for 80%. In this highly selective market, here’s 


how Country Gentleman covers these better customers for you. 


Wy | (A ( ( 


63.7% of the best customers and 

prospects for farm implements 
report that they read Country 
Gentleman regularly 


a 


‘. 


CS etectncnns 


AN - ’ 
ml 


66.0% of the best customerg cnd 
prospects for building materials. — 


report that they read Country 
Gentleman regularly 


These findings come straight from were mailed. The question: ‘What 


the feed bin... farm implement and farm magazine do you read regularly?” 


65.9% of the best farm consumers. a% 
of electric current report that 


building materials dealers and utility It brought out the facts. (Your 


companies serving Rural America. 


Country Gentleman representative 
they read Country Gentleman 


They submitted names of their best regularly 


will be glad to give you full details 
customers to whom questionnaires 


of these findings.) 


In over half of all LS. counties. 
Country Gentleman circulation 


exceeds that of the biggest weekly 


and biggest women’s magazine. 
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Sines Appoints Beard 


Forrest Beard, formerly with 
Meore-Cline Advertising Service, 
Spokane, has been appointed pro- 
duction manager of Raymond L. 
Sines & Associates, San Francisco 
agency. 


Railway Express Ups Aquila 

Railway Express Agency, New 
York, has named Victor Dell Aquila 
as advertising manager. He was 
formerly supervisor of public re- 
lations and sales. 


Appoints Ralph Myrick 

Ralph D. Myrick has been ap- 
pointed general sales manager of 
Bacon & Vincent Co., Buffalo, 
office supplies and equipment. 


THE LETTER SHOP, inc. 


431 S. Dearborn St., Chicago 5.Ulinois 


Quaker Oats Opens 
Fall Ken-L-Ration, 
Ready Mix Drives 


Cuicaco—Quaker Oats Co. is 
using 206 newspapers, and color 
ads in Farm Journal, Look, Suc- 
cessful Farming, True Story and 
Woman’s Home Companion in an 
early fall campaign to boost sales 
of its Aunt Jemima ready mixes. 

The drive also uses Metropolitan 
Sunday Comic Group, Puck—the 
Comic Weekly and commercials 
on the “Talk Your Way Out of It” 
show over 188 American Broad- 
casting Co. stations. 

To stimulate sales to retailers, 
the company offers to pay grocers 
15¢ and 25¢ per case on mixes 
purchased by Sept. 24 and deliv- 
ered before Oct. 8. The offer is 
limited to a minimum of three 
cases and maximum of 25 cases 
per store. 


@ Quaker Oats is merchandising 
Ken-L-Ration during the game 


period, with plugs on its ABC 
Aunt Jemima show, magazine ads 
in American Family, Family Cir- 
cle, Western Family and Woman’s 
Day, plus insertions in six sport 
and outdoor publications. 

In addition, Ken-L-Ration will 
be featured in b&w ads scheduled 
for 176 newspapers, four-color in- 
sertions in The American Weekly, 
Metropolitan Group gravure, Pa- 
rade and This Week Magazine. 
Quaker Oats will merchandise the 
product with a 15¢-per-case (48 
cans) payment on all cases de- 
livered by Sept. 10 and claimed by 
Oct. 22. 

C. J. LaRoche & Co. handles 
the ready mixes and Ruthrauff & 
Ryan is the dog food agency. 


Issues Survey on Cuba 

The New York Journal of Com- 
merce has published a 48-page 
study on “Cuba—New Business 
Frontier,” which gives the econo- 
mic picture of Cuba. The survey, 
the fifth in a series, will be dis- 
tributed to subscribers of both 
Journals of Commerce—New York 
and Chicago. 


Langs Considers 
Royalty Offers 
for Poses Bras 


Detroit Engineer Can’t 
Fill Orders; They’re 
Still Streaming In 


Detroit—Charles S. Langs, a 
suburban Grosse Pointe engineer, 
is convinced, since his venture into 
the strapless bra field, that a man 
should stick to his own trade. 

At his wife’s suggestion (she 
complained a lot about the incon- 
venience of hooks, straps and elas- 
tics under a strapless beach dress 
or evening gown), he developed 
a strapless bra, named it Poses and, 
through his Edison Distributing 
Co., invaded the national market. 

But the series of ads he ran in 
Life last spring, including a cou- 


HIT NEW HIGHS 


IN DOMESTIC ENGINEERING | 


MARKET! 


IN NEW HOME CONSTRUCTION 
Estimates for the balance of 1949 
show that new home construction will 
continue at high levels. Public con- 
struction of residential buildings is 
forecast to be 135% higher than in 
1948. Plumbing and heating con- 
tractors are still finding a major por- 
ers of their business in this active 
eld. 
IN HOME REMODELING 
An analysis of F.H.A. Loans for the 
period July 1, 1947 through December 
31, 1948 indicates that the prepon- 
derance of home remodeling, whether 
considered by dollar-volume or num- 
ber of loans, is for plumbing and 
heating. 30.6% of all loans were for 
this purpose, constituting 31.6% of 
the dollar volume. 
IN COMMERCIAL & 
INSTITUTIONAL CONSTRUCTION 
Institutional and Commercial con- 
struction for 1948 and the first six 
months of 1949 is exceeding all pre- 
vious records in dollar volume. 
Plumbing, heating and air condition- 
ing constitute a substantial part of 
ey $6 Billion-plus to be spent by this 
eld 


MERCHANDISING is the one word which 
describes, most aptly, the business of the 
Domestic Engineering Contractor Dealer. He 
is the man who represents the only logical out- 
let for the sale of all types of heating, plumb- 
ing, air conditioning and related equipment 
and appliances. He is the man who, in the 
interest of public health, comfort and safety, 
recognizes his responsibility to his community 
and its welfare through product selection. He 
is the man who, through forthright and ag- 
gressive merchandising methods, has built up 
his business to a large scale basis. 


Briefly stated, this is the man who represents 
the readership of DOMESTIC ENGINEER- 
ING .. . the man upon whom you must de- 
pend for the volume sale of your products if 
they have an application to this broad field. 
In turn, he is the man who depends, to a 
great degree, upon the merchandising and 
technical assistance he obtains from the pages 
of his business publication, DOMESTIC EN- 
GINEERING. Largely through this assistance 
he has become a better merchandiser and a 
key factor in the well being of his community. 


Given. the opportunity, the Domestic Engi- 
neering Contractor Dealer is in a position to 
gain immediate acceptance for your products 
in his locality and it follows that the most 
effective way in which to impress him with 
the merits of these products is through the 


advertising pages of DOMESTIC ENGI- 
NEERING. 
a 

No promotion effort in the Domestic Engi- 
neering field is quite complete unless it takes 
into consideration the wholesaler who is re- 
sponsible for the broad scale distribution of 
your products, the engineer who specializes in 
the design and layout of mechanical equip- 
ment in this field, and other large volume buy- 
ing and specifying factors serving this field. 
These are the men who are constant users of 
DOMESTIC ENGINEERING CATALOG 
DIRECTORY, the large annual volume de- 
signed specifically to aid them in their daily 
specifying and purchasing activities. 


When your catalog material and specification 
data appear in DOMESTIC ENGINEERING 
CATALOG DIRECTORY you keep this 
vital product information directly before these 
men throughout the year. Actually you perform 
an additional service for them by making your 
products easier to buy and specify. 


Together DOMESTIC ENGINEERING and 
DOMESTIC ENGINEERING CATALOG 
DIRECTORY constitute the backbone of 
every well-conceived promotional program. 
They offer you the most practical, most eco- 
nomical and most effective approach to the 
tremendous Domestic Engineering Market. 


HOW WE CAN SERVE YOU—The numerous facilities of the DOMESTIC ENGINEERING 
organization are at the disposal of every manufacturer who uses advertising space in either of 
these publications. We are prepared to assist you in virtually all phases of your marketing 


problems. 


These include Catalog Preparation and Reprinting, Manufacturers’ 


Representative 


Service, Marketing and Research assistance, List Rental and Mailing Services and many other 


functions that are equally vital to complete and effective product merchandising. 


If you are 


not entirely familiar with these publications or its essential services, Consult Your Advertising 


OTLB LL 


Agency or write direct for detailed information. 


Wan LANE 


180! PRAIRIE AVENUE, CHICAGO 16 


LULL 
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poned full-color page, brought 
such a response that Mr. Langs 
found himself swamped. He still 
can’t keep up with the demand and 
intends now, he said, to turn Poses 
over to some nationally-known 
company on a royalty basis. 


@ Poses are stuck on by an in- 
visible-type tape. “Merely press 
them on,” his ads instructed, and 
the women of America descended 
on the erstwhile engineer with mail 
orders that soon made his initial 
contract with two southern sew- 
ing machine companies, for 130,- 
000 Poses, far too small. 

Mr. Langs expanded his distribu- 
ting force from the basement of 
his home, where Poses were pack- 
aged and mailed out, to a large 
warehouse. The business has been 
almost entirely mail order; he of- 
fered the strapless bras to a single 
retail store, the Ernest Kern de- 
partment store here. 

Kern’s, which has advertised 
Poses locally, reports that its sales 
have been “strong,” but won’t 
confirm or deny the inventor’s 
claim that Kern’s sold 500 to 600 
daily. 


ws Successful on too vast a scale, 
Mr. Langs recently gave up—or 
was willing to give up. He ad- 
vertised in Business Week and 
Wall Street Journal for somebody 
to buy the business, or just take 
it off his hands. 

Again, he said, the response was 
phenomenal; offers came from ev- 
ery state. He has decided not to 
give his “gold mine” away after 
all, but release it only on a royalty 
basis. “I am now determined not 
to let some fly-by-night outfit get 
Poses because I’m sure the prod- 
uct will endure,” he said. Langs 
claims he is weighing offers from 
“at least a dozen” strong compan- 
ies. 

Since the first consumer ad ap- 
peared (it also was reproduced in 
a Women’s Wear Daily spread urg- 
ing retailers to take advantage 
of a “ready-made market for mil- 
lions’), Mr. Langs said he has been 
unable to get Poses made fast 
enough. They consist of two pieces 
of rayon and cotton with circles 
of special adhesive tape around the 
outer edge. 


ws The company, he says, now has 
a backlog of 50,000 mail orders, 
including those from department 
stores, salesmen and individuals 
throughout the country, as well as 
an unsolicited sheaf of endorse- 
ments from enthusiastic users of 
Poses. After those first ads, he 
halted all promotion, and has long 
since been returning money on 
some of the orders he can’t fill. 
“We just couldn’t believe the re- 
sponse would be so great,” he 
said, “and it shows no signs of 
slackening off.” 

Langs will get back to engin- 
eering after he ties up with a man- 
ufacturer big enough to produce 
Poses in sufficient quantities to 
stock stores across the country. 


WNBC, WNBT Name Stevens 


George C. Stevens, former]) 
business manager of NBC’s radi: 
recording division, has been name‘ 
sales service and traffic manage 
of WNBC and WNBT, New York 
He succeeds Harvey J. Gannon 
who was recently made WNB(¢ 
program director. 


Throughout the USA, the best-informed@ 


EXPORT MANAGERS 


and 


EXPORT ADVERTISERS 


20 Vein St. nes York City 
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How to go home in Philadelphia 


Fact 1... Philadelphia is the third largest retail market in the 
nation, with a population of four million in its trading area. It’s 
a city of homes. And the ideal way to get on the shopping list 
is through family contact. 

In Philadelphia 

nearly everybody reads 


The Bulletin 


Fact 2... The Bulletin goes home in Philadelphia. It spends the 
evening with more than 4 out of 5 families. It calls again on Sunday. 
As a case in point—in a typical block of Farragut Terrace in 
West Philadelphia, 43 of 45 families interviewed read and pre- 
shop in The Bulletin. 


OBVIOUS CONCLUSION ... The way to get home and talk buying 
with Philadelphians is in The Bulletin. For it goes home, stays 
home, is read by the entire family. 
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Junket Brand Names Two 


Charles R. Taylor, manager of 
the Detroit office of Junket Brand 
Foods division of Chr. Hansen’s 
Laboratory, Little Falls, N. Y., 
has been appointed manager of 
the company’s Philadelphia divi- 
sion. He replaces the late John 
T. Challice. Walter Kennedy, for- 
merly the company’s representa- 
tive in the Albany-Syracuse area, 
replaces Mr. Taylor in the De- 
troit division. 


Rogers Joins ‘Family Circle’ 

Walter A. Rogers, formerly with 
the advertising staff of Screenland 
Unit, has joined Family Circle, 
New York, as a sales representa- 
tive. 


Gorham Names Otto Agency 


Gorham Co., Proyidence, R. I., 
sterling and plated silverware, has 
appointed Robert Otto & Co., New 
York, to handle advertising in 
Latin America and the Philip- 
pines. Kenyon & Eckhardt, New 
York, and Richard Thorndike 
Precision Advertising, Providence, 
handle the domestic account. 


Increases 1950 Ad Budget 


Acme Dress Form Co., New 
York, has boosted its 1950 adver- 
tising budget approximately 25% 
above current expenditures. The 
media list® includes 24 consumer 
magazines and television. H. ; 
Fairfax Advertising, New York, 
handles the account. 


First 

WITH 
FISHING 
INDUSTRY 


1948 


MORE ADVERTISING SPACE 
MORE INDIVIDUAL ADVERTISERS 
than any other magazine 


p New Orleans 12; Le. 


TRLEISION INTERFERENCE BY ORDINARY SPARK pues 


ss Checked yy NUTOLIME Aeancoe Spark Plugs 


VIDEO TIE-UP—Electric Auto-Lite Co., Toledo, used this spread in the Sept. 3 Satur- 

day Evening Post showing poor and near-perfect television reception. Auto-Lite’s 

Resistor spark plugs, it emphasizes, check video interference normally caused by 
ordinary spark plugs. 


— 


Starts New Printing Plant offset printing. William Mad- 

Industrial Printing Service, a| ron, formerly with the Univer- 
new commercial printing establish- | sity Press and at one time with the 
ment in Eugene, Ore., has been|Spokesman, Redmond, Ore., is 
formed to make offset plates for| owner. 


Starting September 25 


EVERY day will be 
SUNday 


in Lowell, Massachusetts 


The LOWELL SUN now announces a new Sunday edition start- 
ing September 25. 


The SUNDAY SUN will be a complete metropolitan newspaper, | 
edited to meet the reading habits of the 175,596 people in the 22 | 
towns and cities now reached by the daily editions. | 

| 
| 
| 


It will provide the thorough news coverage, plus most of the 
many local and nationally famous features, which have made the 
daily SUN the dominant newspaper in the productive northern 
Middlesex County area. 


Other features will include an eight-page standard size comic 
section, and a locally edited Artgravure supplement of sixteen pages. 


Minimum circulation of the initial issue will be 25,000... 


more than 90% home delivered. 


For resultful Sunday advertising in the prosperous | 
Lowell trading: area, it’s the LOWELL SUNDAY SUN. 


THE LOWELL SU 


DAILY SINCE 1878 . . . NOW SUNDAY, starting Sept. 25 


National Representatives: 


STORY, BROOKS and FINLEY, Ine. 
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Canny Canines 
Get to Enter 
Own Contest 


New YorkK—Gaines Division of 
General Foods Corp. will launch 
this week into an elaborate bur- 
lesque of contests, with one which 
should happen to a dog. 

Gaines will promote its “lucky 
dog” contest with newspaper teaser 
ads and in magazines, radio and 
food business papers. The con- 
testants are dogs, who must cut, 
tear “or bite (but neatly)” the top 
from a Gaines container, attaching 
a statement of 25 words on how 
Gaines-fed dogs keep in such fine 
fettle. 

All U. S. dogs except those em- 
ployed in the company’s research 
kennel, or those whose masters 
work for General Foods or its 
agencies, may compete. 

Some 105 dogs will win prizes, 
with the top dog winning loot con- 
sisting, in part, of a lifetime supply 
of dog food, a five-day trip to New 
York with two human guests, a 
television set (“see the man 
fights”), a dog swimming pool, 
a Crosley station wagon, a portrait 
and a photograph, and a complete 
beauty treatment. 


e Coupled with the advertising 
and the parody of the giveaway 
technique goes a publicity barrage, 
which will consist in part of a 
welcoming committee that will 
give the dog the bone to the city. 

Dealers are getting an extensive 
list of sales aids and point-of-pur- 
chase material, plus extra mer- 
chandise for large flashlights for 
drop orders of 300 lbs. and more. 

The division will spend more 
than $200,000 to promote the con- 
test, which runs to Nov. 4. In addi- 
tion t Gaines’ “Juvenile Jury” on 
215 Mutual stations, the promotion 
will have cowcatchers and hitch- 
hikes on other GF programs. Ben- 
ton & Bowles handles the canny 
canine contest. 

The magazine list consists of Family 
Circle, Field & Stream, Grit, Household, 
Hunting & Fishing, Life, Look, Outdoors- 
man, Outdoor Life, Outdoors Magazine, 
Outdoor Sportsman, Pathfinder, Sports 
Afield and Western Family. 

Business papers used include Chain 


Store Age, Food Topics, Progressive Gro- 
cer and Supermarket Merchandising. 


Sales Executives’ Board 
to Meet in Washington 


Members of the board of Na- 
tional Sales Executives will meet 
Sept. 8-9 in Washington with sev- 
eral top government officials, in- 
cluding Secretary of Commerce 
Charles Sawyer. The purpose of 
the meeting, according to Arthu: 
H. (Red) Motley, board chairman 
and publisher of Parade, is to bring 
about a better understanding of 
business problems and planning by 
government officials, and of gov- 
ernment projects by business men 
All talks by government official: 
will be off the record. 

A discussion program on the im- 
portance of selling and salesman 
ship in our economy, which wil! 
feature government officials an: 
national sales executives, will b: 
telecast over Station WOIC in con 
nection with the meeting. 


W]JAC-TV Names Headley-Reec 


WJAC-TV, Johnstown, Pa., ha 
appointed Headley-Reed Co., Ne\ 
York, as its national representa 
tive. Now on the air with a tes 
pattern, the station, owned by th: 
Johnstown Tribune, is scheduled t: 
start commercial operations Sep‘ 
15. 
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Send for FREE Sample | 
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UNIQUE POINT-OF-SALE 
- CAR-CARD HOLDER 


2 * CARGISPLAY CO. eae: 
1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 
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$100,000 Safety 
Contest Launched 
by Ford, Dealers 


(Continued from Page 1) 
largements of ad copy, direct mail 
and numerous promotional pro- 
grams. The dealers also are spon- 
soring contests among their per- 
sonnel and competing for prizes 
with other dealers. 

Competitors in the safety con- 
test are offered 700 prizes totaling 
$100,000, including 25 new Ford 
cars and trucks, 25 $1,000 U. S. 
savings bonds, 100 $100 bonds, 200 
$50 bonds and 350 $25 bonds. The 
contest has the active support of 
the National Safety Council, the 


inter-industry Highways Safety 
Committee, and other safety or- 
ganizations. 

In order to participate, motorists 
must take their cars or trucks, of 
any make, to a Ford dealer for a 
free safety check. The motorist 
then must complete, in no more 
than 50 words, the sentence: “All 
cars and trucks should be safety 
checked periodically because...” 


Harwood Launches Drive 


Harwood’s Canadian blended 
whisky, product of Duncan Har- 
wood & Co. Ltd., Vancouver, B. 
C., will launch its fall-winter drive 
this month. A campaign will break 
in September issues of magazines 
ind in more than 40 newspapers. 
[Theodore A. Newhoff Co., Balti- 
more, is the agency. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Network Raids 
Continue; ABC 
Gets Windfall 


Philip Morris Shifts 
from MBS; Recap Shows 
How Nets Have Fared 


New YorK—Radio rustling, 
though no longer monopolizing the 
industry news spotlight, is still 
very much in season. 

Network sales departments ap- 
parently are working on the theory 
that the best prospects for new 
clients are somebody else’s old 
ones. 

Last week American Broadcast- 
ing Co. got its biggest slice of new 
business for the season—a $1,500,- 
000 landslide from Philip Morris 
& Co.—at the expense of Mutual 
Broadcasting System. 


After five years as a Mutual 
daytime advertiser, the cigaret 
maker is dropping “Queen for a 
Day” and “Against the Storm” in 
favor of “Ladies Be Seated,” star- 
ring Johnny Olsen, and “One Man’s 
Opinion,” with Walter Kiernan, on 
ABC. Starting in mid-October, 
these shows will be heard five 
times a week, the former from 
3:30-3:55 p. m., EST, and the latter 
from 12:25-12:30 p.m., EST. Cecil 
& Presbrey is the agency. 


gs Victor H. Lindlahr, who starts 
a four times weekly 15-minute 
series on ABC Wednesday (Sept. 
7), is another acquisition from 
Mutual. The food authority’s com- 
mentary is sponsored by Serutan 
Co. through Roy S. Durstine Co. 
Columbia Broadcasting System, 
which recognizes no peer at pro- 
gram raiding, is still filling out its 
schedule with erstwhile NBC at- 
tractions. “Carnation Contented 
Hour” will move from NBC’s 
Monday night lineup to CBS’ Sun- 
day night lineup on Oct. 2. Spon- 
sored by Carnation on NBC since 


~ TELEGRAM. 


Miss Howarth’s prize-winning stories on New- 
were straightforward and easy 
She took you right into the homes and 
Not a detail 


foundland 
read. 


hearts of Canada’s newest citizens. 
and simple life escaped her. 
With honesty and rare understanding she opened 
your eyes to ‘their thoughts, their disappointments 


of their austere 


io iat ne ar ies 


Ax | es oe wan 


ip ad 


and their aspirations. 


It is with sincere pride that the Telegram salutes 
Dorothy Howarth whose human interest stories 


are a regular feature of the NEW Telegram. 


to 


TELEGRAM STAFF REPORTER 
Canadian Women’s Press Club 
1948-1949 


Wemorial Award 


choice 


: Gold Medal and 


Miss Howarth was the judges’ unanimous 
as winner of the Club’s 1948-49 
$100 for “the best 


handling of a news event or public issue 


of significance in the daily or weekly 
press, in popular magazine or periodical. 


on the radio or in advertising copy.” 


BAY AND MELINDA STREETS... TORONTO 1, CANADA 
NEW YORK: Dan A. Carroll — CHICAGO: John E. Lutz Company 


CANADA’S FASTEST GROWING NEWSPAPER 


‘| Biedenkapp, 
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1932, the half-hour musical pro- 
gram will be heard at 10 p.m., 
EST. Erwin, Wasey & Co. is the 
agency. 

Jay Stewart will emcee a 30- 
minute audience participation pro- 
gram for Carnation on Columbia’s 
Pacific network starting Sept. 24 
in a test for possible full network 
airing. 


ws Columbia’s fall schedule in- 
cludes the following shows, ac- 
quired from NBC in 1949: Jack 
Benny (Lucky Strike); Edgar Ber- 
gen (Coca-Cola); Red Skelton 
(Procter & Gamble); Horace Heidt 
(Philip Morris) ; George Burns and 
Gracie Allen (Block Drug Co.); 
Lever Bros.’ “Amos ’n’ Andy” 
started on CBS last fall. Two top 
former ABC names also will be 
included in this season’s stable of 
stars—Bing Crosby (Chesterfield) 
and Groucho Marx (Elgin-Amer- 
ican). 

In the television division, Paul 
Winchell and Dunninger, sponsored 
by Bigelow-Sanford on NBC last 
year, are moving to Columbia. 


@ National Broadcasting Co., 
meanwhile, has been doing some 
raiding of its own—principally at 
the expense of ABC. “Theater 
Guild,” under the auspices of U. S. 
Steel, starts on NBC Sept. 11. 
“Railroad Hour” for the Associa- 
tion of American Railroads bows 
Oct. 4. Bristol-Myers’ “Break the 
Bank”’—radio and video—moves to 
NBC Oct. 5. 

Procter & Gamble’s “Welcome 
Travelers” left ABC for National 
on July 5. Wildroot’s high-rating 
mystery man “Sam Spade” will 
leave Columbia for NBC, effective 
Sept. 25. Batten, Barton, Durstine 
& Osborn has reserved the old 
time, Sunday at 8 p.m., EST, for 
drama. 

NBC is moving in on the Old 
Gold television billings, having ac- 
quired the “Original Amateu 
Hour” from DuMont Television 
Network. 


Jones is Appointed 
President of Servel 


EVANSVILLE, IND.—W. Paul Jones, 
who was advertising and sales 
promotion manager of Servel Inc. 
from 1929 to 1933, has resigned as 
vice-president in charge of Philco 
Corp.’s refrigerator division to re- 
join Servel as president, genera! 
manager and director. 

Mr. Jones, a veteran of 28 years 
in the refrigeration industry, 
moved from Fairbanks-Morse & 
Co., Chicago, to Refrigerator Prod- 
ucts Co., Evansville, before be- 
coming president of Philco Refrig- 
erator Co. in 1938. He was ap- 
pointed vice-president of Philco 
Corp. in 1940. 

Louis Ruthenberg, who has been 
president of Servel since 1934, was 
named to the newly created posi- 
tion of chairman of the board fo: 
Servel. 


KBTV Begins Telecasting 
Sept. 17; KRLD-TV, Oct. 1 


With its new studio buildins 
near completion, KBTV, Dallas, a: 
enterprise of Lacy-Potter Televi 
sion, has begun telecasting its tes! 
pattern and will begin regular pro 
gramming Sept. 17. Sherrill Ed 
wards, formerly with NBC in Chi 
cago and with Howard H. Wilso: 
Inc., Chicago, has been appointec 
commercial manager. 

KRLD-TV, Dallas Times Heral 
— expects to make its debu' 

ct. 


‘Wall St. Journal’ Shifts 3 
John H. Gray has been promoted 
from assistant advertising manage 
to advertising manager of th 
southwest edition of the Wal 
Street Journal, Dallas, succeedin: 
Al Anastasia, who has joined the 
Journal’s Chicago office. Joh 
formerly with the 
Journal in New York, has been 
transferred to Dallas as assistant 
advertising manager of the south- 


west edition. 
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THE TUBE carries the rolled-up 


es 


The mailing tube that 
leads a fuller life! 


CARDBOARD... . to the display business is 
what brick is to a bricklayer, timber to termites, 
salt water to the Navy, and mashed potatoes to 
a large family. We spend our business lives and 
some twelve-hour days thinking, dreaming and 


working with it. 


Then up pops a stranger with a slightly 
colossal cardboard idea. He builds vacuum 
stacks or something, doesn’t know displays from 
Bullfinch’s mythology—thought they were made 
just by tracing projected lantern slides! ... It 
was all very embarrassing. But we overcame our 


embarrassment in time to buy the idea rights. 


You know what a mailing tube is—just 
cardboard in cylindrical form? Well, this tube 
becomes the vertical standard for the rolled-up 
display panel it carries. A small notched V base 
keeps the tube erect. The display hooks to the 
top rim, and is secured at the base. The tube 
delivers, supports and stores the display...can 
also carry samples or actual merchandise at the 


same time—hottles, jars, tubes! 


Tuis roll-up display is really novel, has a lot 
of distinction, je ne sais quoi and stuff! Costs a 
lot less than standard displays, too. First come, 
first served—though envelopes carrying names 


of old customers do get opened ahead of others. 


We are not restricted to roll-up displays this 
season... have some nifty notions on animation, 
etc., etc. Also jumbo floor stands. And plain 
two-dimensional displays. Always a pleasure to 


show them—and you! 


Einson-Freeman Co. 


Never-inert-to-new-ideas lithographers 


s been 


ssistant panel, and the notched cardboard base 

south- , , , —_ 
which supports the tube in a vertical position... 
Rear view of erected display is shown. STARR & BORDEN AVES., LONG ISLAND CITY 1, NEW YORK 
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Where Does Sense Stop, Nonsense Begin? 


The Anderson Co., Gary, Ind., has sent out a press release with the 
scare head: “ANCO Startles Trade with ‘Giveaway’ Promotion.” 

The release says that the company has inaugurated a “Dealer’s 40- 
Friends Giveaway,” under which two Anderson rear-view mirrors 
will be sold for the price of one. It adds: 

“John Anderson, president of the Anderson Co., is authority for 
the statement that Spot-Masters, as now sold exclusively on the two- 
for-one basis, do not yield to the company a price equal to labor and 
material and other charges which go to make up factory cost alone 
—with nothing for advertising, selling or any general and administra- 
tive charges. He states that the loss incurred will be absorbed by the 
company—as a promotional expense—until the entire automotive 
equipment trade has had an opportunity to perfect the distribution 
of a pair to each of 40 regular customers of each and every automo- 
tive retailer...after which, he says, the ‘40-Friends’ offer will be 
discontinued and the regular retail price will be restored. The two- 
for-one price is a fair trade price. All ANCO products are fair traded.” 

There’s nothing in this promotion that will startle anyone. What 
makes it the subject for this somewhat confused editorial is that 
John Anderson not only fair trades all his products, but is one of the 
country’s two most vociferous fighters for fair trade, as head of the 
American Fair Trade Council. 

And what makes this editorial confused is the fact that its writer 
can’t help wondering exactly how Mr. Anderson’s two-for-one offer, 
at less than the cost of production, differs in any important essential 
from a loss leader featured by a retail store. Yet it is certain that Mr. 
Anderson would not only tear his hair but rush into print with de- 
nunciations and into court with lawsuits if one of his distributors or 
dealers took it upon himself to sell his product suddenly at a two- 
for-one price. 

Maybe you'd like to tell us (in not more than 1,000 words) ex- 
actly what the essential difference is between your action and similar 
action taken by a dealer, Mr. Anderson? 


Through a Glass, Too Gloriously 


The trouble with most humans seems to be an inability to dis- 
tinguish clearly what really is from what we would like to think 
should be. 

Many AA readers probably agreed with the Rev. William Hunter, 
who wrote to us recently denouncing—in slightly unclerical language 
—the proposed instigation of a “children’s day” as crass commercial- 
ism. 

Our own feelings about Children’s Day, Mother’s Day, Father’s 
Day, Be Kind to Dumb Animals Week and all the rest of them are 
unprintable, or nearly so. In other words, we agree with the Rev. Mr. 
Hunter. 

Only we don’t, really. Because we have a gnawing suspicion that, 
much as we intelligentsia (that includes Mr. Hunter, us and anyone 
else who agrees with us) deplore the crass commercialism that thinks 
up new gimmicks for making sales blossom where none blossomed 
before, there will be a lot of “mothers and fathers and their be- 
wildering offspring” who will think Children’s Day is just too ducky 
—and won't little Joe be tickled to death when he finds a kit of real 
poisoned arrows in the package under his plate? 

It would be nice to think that we don’t need a special day, replete 
with ads and come-hither displays in the department stores, to make 
us come across with a gift for the kiddies or mom or the old man, 
and some of us don’t. But, crass and commercialized as these sales- 
stimulating events may be, they bring many a pleasant glow to many 
a face, and fill many a heart with the kind of sentiment that isn’t 
supposed to exist any more, and probably wouldn’t if those com- 
mercial-minded guys weren’t so good at thinking up special occasions. 

Maybe what we need is even more of these special days. 


—Electrical Merchandising 
“Money? | thought you said it would pay for itself!’ 


What They're Saying 


Private Enterprise Regained 

Most of us have forgotten that 
when the Pilgrim Fathers landed 
on the shores of Massachusetts, 
they established a communist sys- 
tem. Out of their common product 
and storehouse, they set up a sys- 
tem of rationing, though it came to 
“but a quarter of a pound of bread 
a day to each person.” Even when 
harvest came, “it arose to but a 
little.” A vicious circle seemed to 
set in. The people complained that 
they were too weak from want of 
food to tend the crops as they 
should. Deeply religious though 
they were, they took to stealing 
from each other. “So as it well ap- 
peared,” writes Governor Brad- 
ford, “that famine must still insue 
the next year allso, if not some 
way prevented.” 

So the colonists, he continues, 
“begane to thinke how they might 
raise as much corne as they could, 
and obtaine a beter crope than 
they had done, that they might 
not still thus languish in miserie. 
At length [in 1623], after much 
debate of things, the Governor 
(with the advise of the cheefest 
amongest them) gave way that 
they should set corne every man 
for his owne perticuler and in that 
regard trust to them selves..... 
and so assigned to every family a 
pagcell of land... 

“This had very good success; for 
it made all hands very industrious, 
so as much more corne was 
planted than other waise would 
have bene by any means the 
Governor or any other could use, 
and saved him a great deall of 
trouble, and gave farr better con- 
tente. 


as “The women now wente will- 
ingly into the feild and tooke their 
litle-ons with them to set corne, 
which before would aledg weak- 
ness and inabilitie; whom to have 
compelled would have bene thought 
great tiranie and oppression. 

“The experience that was had in 
this commone course and condi- 
tion, tried sundrie years, and that 
amongst godly and sober men, may 
well evince the vanitie of that 
conceite of Platos and other an- 
cients, applauded by some of later 
times;—that the taking away of 
propertie, and bringing in com- 
munitie into a comone wealth, 
would make them happy and flor- 
ishing: as if they were wiser than 
God. For this comunitie, (so farr 
as it was) was found to breed much 
confusion and ‘discontent, and re- 
tard much imployment that would 
have bene to their benefite and 


comforte. 

“For the yong-men that were 
most able and fitte for labour and 
service did repine that they should 
spend their time and streingth to 
worke tor other mens wives and 
children without any recompense. 
The strong, or man of parts, had 
no more in devission of victails and 
cloaths, that he that was weake 
and not able to doe a quarter the 
other could; this was thought in- 
juestice... 

“And for men’s wives to be com- 
manded to doe servise for other 
men, as dressing their meate, 
washing their cloaths, etc., they 
deemed it a kind of slaverie, 
neither could many husbands well 
brooke it... 


a “By this time harvest was come, 
and instead of famine, now God 
gave them plentie, and the face of 
things was changed, to the rejoy- 
sing of the harts of many, for 
which they blessed God. And the 
effect of their particuler [private] 
planting was well seene, for all 
had, one way and other, pretty 
well to bring the year aboute, and 
some of the abler sorte and more 
industrious had to spare, and sell to 
others, so as any generall wante 
or famine hath not been amongest 
them since to this day.” 

The moral is too obvious to need 


elaboration. 


—From an article by Betty Know- 
les Hunt in the New Hampshire 
Morning Union. 


Placement of Food Copy 


An analysis of readership in 
food and soap advertisements in 
the New York World-Telegram 
from 1943 through 1946 indicates 
that there are other pages [than, 
food pages] in the newspaper in 
which food advertisements can be 
very well placed. 

In a study of individual adver- 
tisements ranging from 50 to 1,200 
lines, it was found that 59 food- 
page ads delivered 456 readers- 
per-dollar (seen-associated), 20 
ads on the society page delivered 
410 readers-per-dollar, 28 on wo- 
men’s news pages delivered 383 
readers-per-dollar, and 31 on gen- 
eral news pages delivered 502 
readers-per-dollar. 

The striking thing is that the 
advertisements on the _ general 
news pages had at least as many 
readers as those on any other type 
of page, including food pages... 

These findings may reflect the 
effect of food pages having numer- 
ous food advertisements, whereas 
general news pages have consider- 
ably fewer. 


—August “Tested Copy,”’ published 
by Daniel Starch & Staff. 
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Advertising Age, September 5, 19<9 


Rough Proofs 


Gladys the beautiful receptionist 
says she sees tobacco mouth ‘5 
featured in advertising of Listerirne 
toothpaste, but she doesn’t believe 
it will ever take the place of ha)- 
itosis. 

* 

With dentifrice manufacturers 
using the evils of tobacco as the 
basis of their advertising appeals, 
and even tobacco manufacturers 
reminding their customers of cig- 
aret hangover, the popularity of 
the weed remains strangely un- 
diminished. 

° 

The WCTU would like to see al! 
the products of John Barleycorn 
labeled “poison,” but thus far no 
one has suggested this type of 
package treatment for Kentucky's 
other favorite product. 

* 

There are highly vocal critics 
of Kentucky’s tobacco, Kentucky’s 
whisky, and even Kentucky’s horse 
racing, but no one has yet had the 
temerity to indicate lack of ap- 
preciation of Kentucky’s beautiful 
women. 

* 

Those famous home freezers 
which appeared to be the “open, 
sesame,” in many high political 
circles of Washington are not to 
be confused with the Deepfreeze 
of Motor Products Corp. 

co 

The Four A’s is glad that the 
unpleasant implications that seem 
to be attaching themselves to 5% 
have not yet been related to the 
sacred decimal usually referred to 
as 15%. : 


[ 

The Old Professor says that mis- 
use of relative pronouns in adver- 
tising copy is exceeded only by the 
frequency with which “disinter- 
ested” is inserted in sentences at 
the point at which the writer in- 
tended to say “uninterested.” 

o 

Do you remember the good old 
days when all a company had was 
an advertising manager, replaced 
by today’s vice-president in charge 
of marketing, director of advertis- 
ing and public relations, sales pro- 
motion manager and head of the 
merchandising department? 

s 

Then there was the ardent fish- 
erman who read all the ads in 
Sports Afield, Field and Stream 
and Outdoor Life, thereby acqutr- 
ing a tackle box full of artificial 
bait, only to discover when he went 
on his vacation that all the big 
ones were being landed with un- 
trademarked minnows and frogs. 

& 

Summer resorts are places f e- 
quented by tired business men v ho 
burn up so much energy in un \c- 
customed violent exercise that he 
only way they can retain tle 
health is by returning to the bi si- 
ness that made them tired. 

* 

Frank resort owners should 'n- 
sert in their ads, ““We have a be u- 
tiful lake, which is inhabited ») 
numerous game fish. They wre 
biting the week before you I! 
rived, and they will be bit né 
again after you leave.” 

* 

The only thing that keeps 
Brooklyn Dodgers from romp 2: 
to the National League pennan 
that they have developed a stra’ 4 
habit of being shut out by Johr®) 
Schmitz, of Chicago’s  tail-«1¢ 
Cubs. 
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Have you put together both halves of 
AMERICA’S 3°° MARKET? 


HALF THE PHILADELPHIA MARKET 
LIVES OUTSIDE THE CITY LIMITS! 


THE INQUIRER leaves no holes in your market- 
ing program in Philadelphia’s great market of 
over 4,000,000 persons. 


GET MORE THAN THE 
HUB...GET THE WHOLE 


For THE INQUIRER covers the city zone in- RICH MARKET! 


tensely ... plus the “multiple-market”’ area, Daily Sunday 

too: the surrounding suburbs, the nearby cities <e ~~ 2p uy 
and towns, the rich rural areas. —— 71.5 86.9 

Look at the chart. It shows you that to get 20 MILES | as 69.2 88.2 

your advertising dollar’s worth in Philadelphia 30 MILES ¢ 63.8 | 84.8 

you must reach the whole market. To reach warain, +— 60.4 82.5 

the whole market you must use THE INQUIRER. 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ¢ 448 S. Hill St., Los Angeles, Michigan 0578 
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Daily News 
21.0 


Of 28 dailies published in Chicago in the past 102 years, only 
two ever have topped 600,000 circulation—and one of them is 
The Chicago SUN-TIMES. Build your sales by advertising in The 
Chicago SUN-TIMES to Chicago's fastest-growing readership! 


Average Daily Net Paid 
City & RTZ = 100% 


1930 


How newspaper distribution has 
shifted in Chicago and Suburbs 


(Based on City and Retail Trad- 
ing Zone Circulations from ABC 
Publishers’ Statements for Peri- 
eds Ending March 31, 1930- 
1949.) 


YW y 
YY” 
Y yyy 


NX 
ad \ 
aS \ 25 3 SS 
‘ \N \N\ \ \ 
AN sal \ 
AW \N\ 
SN \ \ . \ \ 


\\ NS 
~ 


19 49 Average Daily Net Paid 
City & RTZ = 100% 


Tribune 
33.1 


? . t —s ; : 
De or: Bi ee ee os 
; Fee ‘ae erie! *~ Loe a+, 


Total Circulation 


635,346 


Average Net Paid Daily 
(From ABC Publisher’ 
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How The Chicago 
ly SUN-TIMES has grown 


" INCREASE—DECREASE, 1930-1949 
P: +500,000 


ie SUN-TIMES 


+492 ,999 


+ 400,000 


+ 300,000 


+ 200,000 


TRIBUNE 
+112,841 


DAILY NEWS 
+ 56,542 


+ 100,000 


HER.-AMER. 
-19,835 


- 100,000 


(Based on Total Average Net Paid Daily 
Circulations from ABC Publishers’ Statements 
for Periods Ending March 31, 1930-1949.) 


Source: 


THE PICTURE NEWSPAPER 
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"3775 of The Chicago SUN-TIMES City and RTZ readers read no other newspaper. 
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Circulation trends in 
Chicago and Suburbs 


(Based on City and Retail Trading Zone 


Circulations from ABC Publishers’ Statements 
for Periods Ending March 31, 19301940 and 1949.) 


TIMES 


1940 1949 


Publication Research Service Survey, March 1949 
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NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You don't have to worry about filling-in 
from the outside in Bayonne because THE 
BAYONNE TIMES gives complete coverage. 
There is no competition and no other com- 
bination of papers can sell Bayonne. 93% 
Home Delivered. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., W. Y. - 228 H. LaSalle St., Chicago 


Philly, Delaware 
Tangle Over Video 
Channel Allotments 


WILMINGTON, DeEL.—Television 
ehannels are causing confusion be- 
tween this state and Pennsylvania. 

The Philadelphia Chamber of 
Commerce and other Philadelphia 
groups have asked the Federal 
Communications Commission to 
transfer WDEL-TV, recently 
opened here, and all other Dela- 
ware stations to the Ultra High 
Frequency band. 

The DuMont Television Net- 
work will also support Philadel- 
phia groups in requesting that 
Delaware get five UHF channels 
and no conventional ones. The 
Quaker City is alloted three regu- 
lar channels and one UHF band. 

The FCC has proposed that Del- 
aware television include retention 
of Channel 7 for WDEL-TYV, plus 
three extra UHF channels for Wil- 
mington and an additional UHF 


spot for Dover. 

The problem, which is expected 
‘o confront other cities throughout 
the nation, is that Wilmington and 
Philadelphia are within 30 miles 
of each other. Also, if Wilmington 
is compelled to change to UHF, 
set owners here will have to buy 
converters. 


To Russell, Harris & Wood 

Russell, Harris & Wood, San 
Francisco, has been appointed to 
direct the advertising of Granny 
Goose Foods Co., Oakland, packer 
of potato chips, Cheese Niblets, 
marshmallows, corn-chips and 
nuts. Brisacher, Wheeler & Staff, 
San Francisco, formerly handled 
the account. 


Dominion Textile Names 2 

Percy Carmichael, with the com- 
pany since 1922, has been ap- 
pointed assistant sales manager of 
converted fabrics of Dominion 
Textile Co., Montreal. H. G. Bur- 
ley, formerly with Robinson Cotton 
Mills, Toronto, has joined the 
company as senior salesman of 
converted fabrics. 


. 


..- TO SCOOP SALES 


IN NEW ORLEANS 


SCOOPING SALES is routine with the heavy-hauling, 
geared Times-Picayune and New Orleans States. . . . 


Witness the constant, profit-minded endorsement of these 
newspapers by retail display advertisers . . . close to the 
market, close to the media . . . keen to advertising results! 


In the first six months of 49 . . . they placed 7,271,378 
lines of advertising in The Times-Picayune ... only one 
other morning newspaper in the U. S. carried more! 


And the evening States’ story in retail advertising—run- 
away growth of more than 2 million lines since 1940! 


Scooping sales in New Orleans? . . . Here’s your one- 


cost answer . 


. . in The Times-Picayune and States (daily, 


combined 270,636), or the Sunday Times-Picayune States 


(281,710)... . 


Ask Jann & Kelly, Inc., today. 


Lineage from Media Records 
Circulation A. B. C. Publisher's Statement 3 Months Ending March 31. 1949 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions! 


The staff at WNJR, Newark, held its annual picnic jamboree not long 
ago at the station’s transmitter grounds in Union, N. J. Highlighting 
the event was a softball game in which the sales department nosed 
out Station Manager Harry Goodwin’s team by a slim margin of 15-14. 
Hot dogs and beer were supplied by Edward W. Scudder Jr., president 
of the station. . 

It will be a cold winter for Alexander McElwain, former assistant 
journalism professor at Boston University and faculty member of Babson 
Institute, who left his Needham, Mass., home Aug. 24 to head the Depart- 
ment of Journalism at the 
University of Alaska, Fair- . 
banks ... C. C. Agate, dij- — 
rector of advertising and 
sales promotion of Sonotone 
Corp., discovered his own 
“Hometown, U.S.A.” when, 
returning from a _ business 
trip to Denver, he passed 
through Agate, Colo., and 
experienced a marked feel- 
ing of kinship for the place 
. . . Six fishermen members 
of H. A. Bruno & Asso- 
ciates, New York, public 
relations, are substantiating 
the story of a 61-lb. marlin 
they caught off Montauk 
Point, Long Island, Aug. 20. 
The party was composed of 
Hudson Phillips, Russell D. 
Gudgeon, Victor Oristano, 
Theon Wright, William 
Pearsall and Gerald Whit- 
man ... Win Nathanson, 
head of Win Nathanson & 
Associates, New York, pub- 
lic relations, plans to invest 
in a ladder next summer. 
A few weeks ago at his 
summer home in Norwalk, 
Conn., while standing on a 
box to pick apples, he suf- 
fered a broken leg as the result of a fall. Recovering in Norwalk Hos- 
pital, it is unlikely that he agrees with the old saying that an apple a 
day keeps the doctor away ... 

Ed Mead, radio and television copy chief at Benton & Bowles, 
New York, has been denying “tycoon” rumor’s ever since the New York 
Times referred to him as a vice-president in announcing that Guy 
Kibbee would star in Mead’s play, “After Seven.” Arthur E7?ison, 
producer, whispered in a columnist’s ear that Ed was really the living 
example of an ad tycoon... 

John Thompson, Minneapolis newspaper publisher for 25 years, is 
now “publisher emeritus” of the Minneapolis Star and Tribune. John 
Cowles is president and editor while brother Gardner is board chair- 
man. Mr. Thompson, 75, will “take it easy” but remain active in the 
papers. .. 

Edmond G. Thomas, account executive with Gray & Rogers, Phila- 
delphia, recently was 
awarded a $90 Parker 
pen and pencil set as 
second prize in Cosmo- 
politan’s first monthly 
quiz contest for em- 
ployes of advertisers 
or accredited agencies. 
Third place winner 
was another ad man. 
R. C. Trees, advertis- 
ing manager of the 
Udylite Corp., Detroit 
He supplied the right 
answers for a $35 Ad- 
miral three-way port- 
able radio. . . 

The October issue o 
Pageant has an articl 
on family life in th: 
home of a radio pro 
motion man, and th: 
family described is tha 
of John C. Drake, di 
rector of publicity an 
promotion at WLS 
Chicago. He uses 
“family board of directors” to handle problems of discipline and famil 
relationships. . . 

Dick Odabashian of Liberty Orchards Co., Cashmere, Wash., has th 
answer for the salesman who’s trying to cover twice the territory i 
half the time. To call on the trade in his area—eastern Washingto 
and western Idaho—he hops into a 3-place Cessna plane and pack 
aboard a 1%-horsepower scooter, shortened a foot for easier packin; 
“So,” he explains, “on arrival at some of the smaller airports wher 
transportation is not easily available, I have a guaranteed means < 
getting to town. I climb on the scooter and cruise in at a comfortab! 
25 miles an hour”.. . 

Sept. 1 was a big day for Arthur A. Starin, ad manager of Sweets C: 
of America (Tootsie Rolls), Hoboken, N. J. He ceiebrated—with Mam 
Starin, three daughters and a son-in-law—his 25th wedding anniver 
sary, his daughter’s first wedding anniversary, and his own birthday. . 

Exploding fumes from a gasoline pump sent Austin Thomas, ‘assistan 
to the pres. of Benton & Bowles, to the hospital with severe burns 
early last month. He has returned to his summer home at Shette 
Island to complete his recuperation, but will not return to the agenc: 
immediately. . . 


STOPOVER—Robert M. Gray (no shoes), ad- 
vertising and sales promotion manager, Esso 
Standard Oil Co., and W. R. Purcell, v. p. of 
BBDO, Chicago, visited the pool at the Sham- 
rock Hotel, Houston, on their way to Mexico. 


STILL AT IT—E. J. Baker, publisher for the past 67 
years of Farm Implement News, Chicago, marked the 


75th anniversary Aug. 15 of his first day in a 

print shop. He still puts in a 40-hour week, though 

only a month or two short of celebrating his 88th 
birthday anniversary. 
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Here are two advertisements 
containing identical copy and art. Which 

do you think received the highest reading per 
dollar.. “A” or ‘‘B’’? Check your choice. 


Then turn the page for the answer... 


sEF-THE tat 
HOT~< for o Frosty Mornin 


Raisins 
Baked Apples with mei hot syTUP 


See answer on next page -———————»> 
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-OFF- ’ 
-— for a Frosty Mornin 


Boked Apples with Reisine 
Aunt Jemima Pancakes* with het syrup 


Scrambled Eggs ond Bocon 
Coffee Milk 
: for breakfast, lunch or SEP er 


GE7 BOTH KINDS 
The red box for poncokes and wef. 
ftes. the yellow box for buckwheata. {| 
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...where the editorial excitement of the all-star 


cast follows through to your ads 


Do you belong to the school that believes 
you've got to get people to read your advertise- 
ment before you can expect them to do some- 
thing about itP Then you'll want to read these 
figures proving that Puck will make 


more people read it...at the lowest cost! 


The two identical advertisements 
shown on the preceding page had the 
same headline, same copy, same art. 
“A” ran in leading weekly magazines. 
“B” ran in Puck, The Comic Weekly. 


Results made even us blink. 


Here are the figures: 


READERS PER DOLLAR 
(based on Starch Readership Figures) 


Noted Seen-Associated Read Most 
EE: bh es. 0 wee . Pe. Pe 
Leading Weekly X .. 307......37.....4. lll 
Leading Weekly Y.. 214......201...... 67 


Isolated case? By no means. We'll be glad to 
lay on your desk a whole booklet of success 


stories ...on both readership and 


sales ...on identical ads of other 
national advertisers. 
For your personal 

copy, write or phone 


us today. 


These facts prove that Puck does deliver more 
readers of advertising per dollar. 

Why? 

We like to think it’s because the excitement 
of Puck’s living editorial characters follows 


through into the advertisements themselves. 


When Maggie chases Jiggs out of the window 
of a corned beef and cabbage emporium, mil- 
lions of excited eyes follow him into your 
printed store window. When Flash Gordon 
zooms in toward the earth, millions of excited 


eyes follow him in toward your ad. 


These very real characters make people do 
very real things. Popeye sold America spinach 
... and an actual monument to him was erected 
by the spinach growers. Flash Gordon’s “Dale” 
popularized upswept hairdo’s and 
“wedgies”. Dagwood inspired 400,000 


people to mail in names for his baby. 


For Puck is not only the most Power- 
ful but the most Exciting Sales Force in 
America. Puck is one of the facts of life 
in more than 7,000 communities, where 
83% of all goods is bought. You can’t escape it 
...any more than 17,790,000 other grown-ups 
and millions more youngsters can escape your 


message when you put it in Puck. 


THE COMIC WEEKLY 


America’s Most Powerful ans Cxctling Sales Force 


ABC CIRCULATION MARCH 31, 1949: 8,375,472, 
INCLUDING PHILADELPHIA BULLETIN 


The Only NATIONAL Comic Weekly 
A Hearst Publication. ..63 Vesey Street, New York; Hearst Building, Chicago 


comy 
utiliz 
price 
and | 
static 
sage. 

Spe 
terlol 
and ¢ 
distri 
befor 

He 
meeti 
by ¢ 
giona 
tors. 
deale: 
part « 

The 
throu 


; Bay , Bee * a a ag rd ie - ee i! ar F ae eee ge gar gar SE bea es a Figs iia Sin nna : 
a . eee ae i eee ie ai * ie eee e'.. ee foe oe te my ae a geax, ‘ ot = “eae ee hee gion! 3 ea wee? ak a aaa ca S Ba 
ie Se : aa is oll fs 2 ne a oe igs ee Oe ee a som Meade Ping gah eh ae reg Wie. ee a meet pra ee ror e. 
p ey OS PS oS aes a. , a eh ee x Se ee *iatienihe ae gee 3 eee a = a Phone? 
ed ae oe ee ee ee ee ce ee oe ee a ot | oe. ee cee 
ae mA all p= he) eae Be oo ee Ds my eee : a, iad an ie Rg . ae + “Soni Sat De Sh a Se ee a ae ea as ig a ee ao sia ere ae : eo ea ape 
Adt 
EEE ATE “VRP RET eR ES LN SLE ESTE RO CS Vic 
‘ ' Lo’ 
a 4j 
. “up? . , & c 
7 Y ff Uy, Vj 45rp 
? Q Q @ start 
play 
mov 
duct 
Vi 
OEE EE TL ELE SEE TS MN ae Re ee ee PEM Rey a of th 
only 
ords 
Colu 
tatio 
will 
may 
later 
r Th 
bein, 
Thor 
pape 
and 
new 
same 
M: 
ss F mark 
on S 
sizes 
‘ news 
line 
mark 
news 
a TI 
with 
| on a 
in 8 
ih the } 
eee oper; 
| ee poses 
Ad clude 
a - 
7 Se 
| ys : ing « 
> se ey 
: spot 
a more 
>. - 
\% . DaN durir 
Von? “o. Al 
0 XY : 
BX (D : Os eel 
. Wath e SR ORT a 
Ml Th 
‘ re es : 
ee . t Qe 
7 ' y) Starr 
» to Pu 
U y Na 
ing f 
New 
ce ee less 
& ed mont! 
gon uted 
YZ : throu 
| a‘ ee Inc 
et 7 rer 
. trea 
; & 
ew 
\ \ What Lools these Mortals be!” 5h i 
Z) ) 
a ) z- .. DG i Lh ye! 
war <= ; : 
eg “Yaa Weel Kod 
fz OY Yfy — oa ode 
k ES: a, a Wf 
Tt . ? YN Up —_ Y Eas 
iy 4 om On. y) N. ¥. 
wy J — yp YU at Of the 
= \ “ ‘a Yfp ote Up op ~s ) 1e 
*. . \ a yy a Uy, UY) inde 
iron 
nlar, 
rese 
note 
ricer 
NFM 
WE 
rst ' 
na, 
<2.G 
‘er 
‘ filiz 
‘ont 
at he a sake eee Pe : ak tks a, pape ‘ Pas yr B : Saag ? het toe RNS) tfiae 23 ae os Eres Se ROU, ae tet Secee ea Zn ayes i siete ke ay a i * case ee a eet SPREE cee ante ate tad: 'S Recount 6 ease 


Advertising Age, September 5, 1949 


Victor Plans Big 
Campaign to Stress 
Low 45rpm Price 


CAMDEN, N. J.—RCA Victor on 
Sept. 20 will slash the price of its 
45rpm record playing machine and 
start a big advertising drive on the 
players, which reportedly have not 
moved too well since their intro- 
duction last March. 

Victor announced the reduction 
of the price from $24.95 to $12.95 
only a few days after Decca Rec- 
ords revealed it has lined up on 
Columbia Records’ side in the ro- 
tations-per-minute battle. Decca 
will make 331/3rpm records; it 
may or may not make 45s at a 
later date (AA, Aug. 29). 

The Victor campaign, which is 
being handled through J. Walter 
Thompson Co., will employ news- 
papers, magazines, radio, television 
and point-of-sale material. The 
new price will become effective the 
same day. 

Major newspapers in 154 key 
markets will get large display ads 
on Sept. 20. The breakdown in ad 
sizes includes 1,000-line ads in 67 
newspapers in 37 markets, 800- 
line ads in 73 newspapers in 51 
markets, and 600-line ads in 115 
newspapers in 66 markets. 


as The company then will follow 
with a series of 12 ads scheduled 
on a weekly basis for newspapers 
in 88 markets. The latter part of 
the program will be run on a co- 
operative manufacturer-distribu- 
tor-dealer basis. This schedule in- 
cludes 800 to 400-line ads. 

Sept. 20 also will see the launch- 
ing of an intensive national radio 
spot campaign which will use ap- 
proximately 30 major stations for 
more than 700 announcements 
during the first week alone. 

All national magazines on the 
company’s fall ad schedule will be 
utilized also to push the new $12.95 
price. RCA Victor’s “Kukla, Fran 
and Ollie” television show on 43 
stations also will carry the mes- 
sage. 

Special window displays, in- 
terior displays, streamers, charts 
and other display material will be 
distributed to RCA Victor dealers 
before the deadline. 

Heralding the drive, a series of 
meetings was conducted last week 
by company executives for re- 
gional managers and key distribu- 
tors. The latter will then conduct 
dealer meetings during the first 
part of September. 

The campaign will 
through to Christmas. 


continue 


Starrett Uses Magazines 
to Push TV Receivers 


National publication advertis- 
ing for Starrett Television Corp., 
New York—emphasizing sets for 
less than $250—will start this 
month. Dealer aids will be distrib- 
ted at fall meetings to be held 
throughout the country. 

Included in the fall media list: 
The American Weekly, Field & 

tream, Fortune, Gourmet, Journal 

' Commerce, The New Yorker, 

ew York Times Magazine, The 

iturday Evening Post, Town & 
‘ountry and Wall Street Journal. 
\y-Hirsch Co. is the agency. 


_ 


odak Issues Data Book 


Eastman Kodak Co., Rochester, 
\ Y., has issued a revised edition 
the Kodak data book, “Slides.” 
.e new book features an ex- 
inded section on making Koda- 
irome title or graph slides and an 
nlarged section on making a slide 


resentation. Available through 
notographic dealers, the book is) 
riced at 35¢. 


NFMY-TV Starts Sept. 22 


WFMY-TV, Greensboro, N. C., 
rst video station in North Caro- 


rogramming schedule on Sept. 
-2. Gaines Kelley is general man- 
azer of the new outlet, which is 
@ filiated with ABC, CBS, Du- 
‘ont and NBC. 


| 
na, expects to begin a yl 


‘Voice of Firestone’ 
Signed for Telecasts 


“Voice of Firestone”—the first 
NBC commercial program to be 
simulcast for AM and TV—will be 
aired on NBC’s radio and video 
networks this fall, starting Sept. 
5 at 8:30 p.m., EDT. Kinescope 


versions will be shown later in 
non-interconnected cities. 

This 30-minute musical pro- 
gram has been on NBC since 1928. 
“Tele-Views,” carried by Fire- 
stone Tire & Rubber Co. in 1943, 
was the network’s first commercial 
video show. Sweeney & James Co. 


is Firestone’s agency. 
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Appoints Harrison Agency 


Edith Lances, manufacturer of 
brassieres, has appointed Lester 
Harrison Inc., New York, to han- 
dle advertising in women’s maga- 
zines, newspapers, and business 
papers. Advertising House, New 
York, formerly had the account. 


Rejoins Allis-Chalmers 


Stanley J. Retzlaff has rejoined 
Allis-Chalmers Mfg. Co., Milwau- 
kee, as manager of sales to ma- 
chinery manufacturers. He had re- 
signed in 1948 to become vice- 
president of Industrial Mills Inc., 
Milwaukee. 
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BASEBALL 


THIS LITTLE ADVERTISEMENT IN 


Che Sporting News 


SOLD 130,118 PACKAGES OF 5° GUM 


of 5 cent gum! .. . A total sale of $6505.90 from an 


Baseball fans are avid collectors of photos, auto- 
graphs and other souvenirs of the game's stars. 
When Bowman Gum, Inc., presented the cleverly 
conceived premium of 240 color pictures of stars, 
packed five to a package of gum, and offered 
collectors a foundation kit of 25 pictures, the 
response from baseball fans was immediate. 


The 150-line advertisement reproduced above has 
appeared four times in The Sporting News, the 
national baseball newspaper, at a total cost of $420. 
It has produced 3,026 replies—with more still com- 
ing in daily. To complete his collection, each 
collector will have to buy at least 43 packages of 
Bowman Baseball Gum. That’s 130,118 packages 


MEMBER OF THE AUDIT 


BUREAU OF 


advertising investment of $420.00! 


Sales results of this caliber are not unusual for 
advertisers in The Sporting News. For The Sporting 
News, with a paid circulation currently exceeding 
215,000 weekly, is a result-proved selling passport 
to the pocketbooks of nearly a million young Ameri- 
can men. Join Chesterfield, Buick, Gillette and 
many other prominent national advertisers in ex- 
ploiting this 100 per cent man-and-youth-market. 


For information about the important place of 
The Sporting News in your man-and-youth-market 


selling plans, write or phone our nearest office: New 


York, Chicago, St. Louis. 
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GRANTLAND RICE 
FQOTBALL FORECAST 


ae of Marriage: -' 


1. LOOK reaches more readers who personally 


buy the products shown here than all but one 


of the major weekly magazines.* 


2. For each advertising dollar you spend, 


LOOK reaches more readers 


who personally buy these products 


than does any major weekly.* 


%* Measurement was made of the numbers of purchasers during a typical 7-day period. 


Figures are also available on numbers of purchasers during a 6-month period. 


Costs are based on current black and white page rates (one-time). 
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package goods. ... 
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99 
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THE ABOVE PRODUCTS were selected as typical 
“package goods”’ whose study would be of general 
interest to all package goods advertisers, as well as 
to advertisers in other fields. Conclusions about 
them stated here are based on a recent national 
survey relating magazine audiences to personal 


purchases, 


COMPARATIVE DATA forthewomen’s service mag- 
azines as well as the major weeklies, are available 
to advertisers on request. For important new data 
on buyers reached by these magazines, and the 
cost of reaching them, get in touch with your LOOK 
representative. LOOK, 511 Fifth Avenue, New 
York 17, N. Y. 


s 


Again in 1949, as in 1948, 


Look leads all major magazines 


in advertising page gains 
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Ford Dealers | 
Told to Select 
Good Salesmen 


Highest Qualifications 
Set for Job Prospects; 
Merchandising Changes 


Detroit—Ford Motor Co. has 
arrived at what it calls the “per- 
fect Ford salesman,” and the com- 
pany’s dealers throughout the 
country have been warned to be 
on the lookout for this chap and 
lure him into the Ford sales pic- 
ture. - 

Since the birth of the automo- 
bile business, hiring of salesmen 
has been conducted haphazardly 
and on a trial and failure basis, 
Ford’s sales brass learned. 

And since the war, during which 
a salesman was as necessary to 
dealers as another thumb, Ford’s 
sales executives spent long hours 
constructing the theoretically per- 
fect salesman. 

A new manual recently sent to 
Ford dealers tells them what to 
look for, where to look, how to 
advertise for salesmen, how to in- 
terview prospects, what informa- 
tion to look for, the type of tests 
to give and other helpful informa- 
tion. 


s “A little extra time and energy 
devoted to finding and hiring the 
right man will often save very 
much time and expense and lost 
sales later on,” the guide observes. 

The prospective salesman will 
need to know the company’s prod- 
ucts, the dealership, competition, 
reconditioning costs, the company, 
the used-car market and acces- 
sories, to begin with. He should 
be able to prospect for sales, 
demonstrate cars, sel! and trade 
and keep his paper work up to 
date. 

Dealers are given a check list 
to find the characteristics in sales- 


( Advertisement) } 


Named by Hickok 


Leo H. Schiff has been appointed 
vice president in charge of distribu- | 
tion of Hickok Manufacturing Com- 
pany, Rochester, N. Y., makers of 
belts, buckles, men’s jewelry, sus- | 
penders, garters and wallets. 

Mr. Schiff, who divides his business | 
time between Rochester and Los An- 
geles, reads The Wall Street Journal | 
regularly. “I particularly like the 
daily round-ups on specific industries. | 
They are lucid and help me gain a| 
better understanding of the rapidly- | 
changing business picture,” says Mr. | 
Schiff. 


There are 24,504 other vice presi- 
dents in The Journal's daily reading | 
audience of 233,123 who find this pub- 
lication reports the pertinent stents | 
and situations of the business world. | 
If you sell to business or industry, | 
you will find your company’s sales | 
messages are reaching the people who 
are important to you when you ad- 
vertise regularly in The Wall Street 
gograel, the Only National Business 

aily. 


men they want. Here are a few: | 

He is preferably a younger man | 
(though any age is all right with | 
the correct qualifications). He has | 
had some selling experience (pre- | 
ferably one year in such fields! 
as appliances, real estate, service | 
stations, house-to-house or finance | 
company). He is a high school} 
graduate (though this is not ab-| 
solutely necessary)., He is pre-| 
ferably married and has no out-| 
side income. 


@ As far as personality is con-| 
cerned, the applicant is expected 
to meet people, be family-minded, 
be a persuasive talker, have a 
good sense of humor, smile readily, | 
have a lot of friends, be a 
good listener, be neat in ap- 
pearance, agreeable and ambitious. 
As to character, he’s expected 
to be loyal to his previous em- 
ployers, be trustworthy, truthful, 
show initiative, carry out assign- 
ments, be honest and respect the 
rights and properties of others. 
He should have a good memory, 
be eager to learn, be up to date on 


ABSOLUTE COVERAGE—WCAU, Philadelphia, 


whose “umbrella coverage” hasn't 


extended to Canada, obligingly lend-leased its trademark to the dominion to help 

sell the 4th series of Canadian savings bonds. The smiling silhouette used in the 

trade publication copy at the left is now appearing throughout Canada in the 
poster shown at the right. 


current events, have a good imagi- 


nation and be able to express him- 
self clearly. He should seem to| 
understand people, be a good driv- | 


er and should have a good health 

record, stamina, temperate habits 

and be neat in appearance. 
Obviously, Ford has set some 
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pretty high standards for its sales- 
men, but the company expects the 
future automobile salesman to be 
a permanent fixture, high-paid 
and the type of individual to de- 
serve respect. 

Merchandising of automobiles in 
the future will be a far cry from 
the prewar practices, Ford exec- 
utives believe. Before the war it 
was not uncommon for a dealer 
to hire a new salesman who would 
rush gut and sell to his relatives 
and as soon as he had run out of 
uncles and aunts find himself out 
of a job. 

That there is a new deal in 
distribution of automobiles is evi- 
denced by the fact that the various 
companies have fewer dealerships 
now than in prewar days and do 
not plan to return to the former 
high figure. A closer study will 
be made to prevent crowding of 
the field. 


s All this, the companies believe, 
will provide for a higher type of 
automobile salesman who can ex- 
pect to earn $4,000 or more a 
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year. 

There is a quiet movement with- 
in the industry toward a guaran- 
teed annual wage for the automo- 
bile salesman to protect him dur- 
ing the “off season” and prevent 
him from running off looking for 
another job. 

Leaders in this movement are 
Karl Greiner, sales manager for 
Packard Motor Car Co., and Tom 
H. Keating, general manager of 
Chevrolet. 


Shorlane-Benet Adds Two 


Fred Paul Williams and Wayne 
Williams have been added to the 
art staff of Shorlane-Benet Co., 
New York, as art director and as 
an associate, respectively. Both 
were formerly free-lance artists, 
serving various branches of the 
movie industry. 


Names Dinion & DuBrowin 
House Beautiful Curtains, New 
York, has appointed Dinion & Du- 
Browin, New York, to handle ad- 
vertising in newspapers and tele- 
vision. The account was formerly 
handled by E. T. Howard Co. 


‘Register’ Reports 
39 of 132 Dailies 


Use Special Events 


Des Mornes—More than 80% of 
public events sponsored-by news- 
papers require the’ active par- 
ticipation of the public or in- 
terested groups, according to a sur- 
vey completed by Bert Stolpe, pro- 
motion manager of the Des 
Moines Register and Tribune. 

The study, covering a sample 
of 132 dailies well distributed geo- 
graphically and ranging in cir- 
culation from less than 10,000 to 
more than 2,000,000, disclosed that 
only 39 of the 132 papers use 
public events promotions. They 
sponsored a total of 268 events. 

Of the 268 events, however, only 
25 had a direct advertiser tie-in. 
Most prominent in this category 
was the soap-box derby, spon- 
sored by eight papers in coopera- 
tion with Chevrolet dealers. 

In addition, four papers spon- 
sored cooking schools which tied 


in with appliance and food deal- 
ers; four participated in home 
shows with builders, appliance 
dealers and dealers in home fur- 
nishings, and four sponsored sports 
shows with local sporting goods 
outlets. 


s Sponsored events ranged from 
hobby shows (two papers) through 
fashion shows (with dress shops 
and department stores) to a mer- 
chandising clinic for the benefit 
of all advertisers within one news- 
paper’s circulation area. 

Sports events accounted for 144 
of the 268 promotions. Events in- 
volving arts and crafts numbered 
36. Only 24 of the 268 were edu- 
cational events and 22 were tied 
directly to school work. Sixteen 
involved charity contributions; 15 
were concerned with homes and 
homemaking, and 11 were built 
around journalistic instruction. 

One of the more interesting as- 
pects of Mr. Stolpe’s breakdown 
is the distribution of the events 
by age and sex. Fifty-three were 
for boys up to 16 years of age; 11 


ace 

ti : 
oe ' 
os 


were for men only and 11 were 
for women only. Fourteen others 
were of interest both to men and 
women and 50 were designed for 
children of both sexes. 


ws Fifteen more were for men and 
boys only, four were for women 
and girls, but not one of the entire 
132 papers surveyed sponsored an 
event which was exclusively for 
girls—although one-fifth of the 
promotions were designed to ap- 
peal to boys. 

Judging by remarks which news- 
paper promotion managers added 
to the questionnaire, many of them 
feel a need for more public events 
which involve direct participation 
by advertisers, thus building bet- 
ter relations between them both 
and the communities which they 
serve. 


Wilson Joins LaRoche Agency 


Robert E. Wilson, formerly copy |} 


chief, professional division, Do- 
herty, Clifford & Shenfield, has 
joined the copy staff of C. J. La- 
Roche & Co., New York. 


Wee 


LEADERS UNITE! 


FARM AND RANCH ford SOUTHERN AGRICULTURIST 
To Give the South Its Greatest Farm Magazine 


Here's the Most Important News in the Farm Magazine Field! Effective with the January, 1950 issue Southern 


Agriculturist, reaching the Southwide top-million farm families... and Farm and Ranch, for generations the 
preferred farm magazine of the Southwest... will join forces as one publication. 


This new power-packed twin publication will reach more homes, more farms and ranches in the South and 
Southwest than any other farm magazine in America! With fuller, still better coverage of farm and ranch 
problems by an augmented staff of editorial specialists, this dominant new Southern farm magazine will exert 
still greater influence on the living, working and buying habits of these upper-income farm families in the 


up-and-coming NEW South. 


Patterned to fit Southern needs and Southern wants, the new Southern Agriculturist with Farm and Ranch 
will be a bigger, better, more complete magazine, with more features, more pictures and illustrations, more 


and better color! 


From cover to cover—it will keep pace with the great 15-State Southern Farm Markets’ importance in our 
national economic picture—continue to be first in coverage of the South. 


1,275,000 GUARANTEED CIRCULATION 
Gives Advertisers Top Coverage Ps 


First by far in Southwide farm coverage, the new Southern Agriculturist with Farm and Ranch gives greater 
circulation in both the Southwest and the Southeastern areas than any other farm magazine in the nation! 


ad 


The uniting of these two publications takes your sales messages to the better-able-to-buy farm and ranch homes 
of the top income counties in the multi-billion dollar Southern farm market. 


Richer, bigger, steadily increasing, this market continues to dominate the national farm income potential. 
In 1948, the rate of increase over 1947 for cash farm income in the 15 Southern states MORE THAN 
DOUBLED that of the rest of the nation! To reach and sell this rich, growing market... there is no better 
medium than the new Southern Agriculturist-Farm and Ranch... FIRST IN COVERAGE OF THE SOUTH. 


For the new year...for your new budget...for new coverage and results 
—put the NEW SOUTHERN AGRICULTURIST with FARM AND RANCH fo work for you! 


Southern Agricultur 
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v CHECK 
The 


SERVER'S 
TELL-ABILITY 


60,856" 


* Circulation August 22 issue 


32 STATES 


and DISTRICT OF COLUMBIA 


SE Skesevivedeteeds a 
Ca SOE ee 
HOLESALERS ........ 2,327 
Ce ccs ee baneearks 370 
DEED coccpccenvce 54 
, Pp pE-5: 251 
INDUSTRY EXECUTIVES 926 
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licensees permitted In Iilinols, Wiseen- 
sin and New Jersey. These sombination 
licensees are included in taverns, bars 
and grills, 


Vv BUY 
The 
SERVER'S 


SELL-ABILITY 


*Guaranteed Circulation in 
Excess of 60,000 each issue 


Che Seruer 


Publishing Office 
206 S. Michigan Ave. 
Chicago 4, Illinois 


New York Office 
(122 E. 42nd St. 
N.Y.C. 17, N.Y. 


See adv. in S.R.DS. 
UNION SERVER, INC. 
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‘Toledo Blade’ Asks 
Reports on Europe 


from Volunteers 


To.tepo—The Toledo Blade told 
Americans abroad last week that 
“a stateside newspaper wants your 
opinion on what’s happening in 
Europe,” and urged them to an- 
swer any or all of a dozen sug- 
gested questions or “write about 
any subject you choose.” 

The Blade’s unusual bid for on- 
the-spot observations and views 
of travelers and business men was 
made in a full-page advertisement 
in the Aug. 29 international edi- 
tion of the New York Times. The 
ad, written by the Blade, was han- 
dled by Charles F. Dowd Inc., To- 
ledo agency. It also ran in the 
Blade, with an attached memo ex- 
plaining that the daily hoped to 
get something worth passing along 
to its 188,000 “alert families.” 

Michael Bradshaw, editor, said 
the Blade gets adequate European 
coverage and sends its own news- 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 
e PRINTED QUICKER 


e PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xce..to Press .. 


=, 400 North Homan Street 
x Chicago 24, Illinois 
"= NEvada 2-2100 


men over twice a year for first- 
hand information, but “what we’re 
after, of course, are viewpoints 
other than those of professional re- 
porters,” on such topics as the 
U.S.-Russian cold war, Atlantic 
Pact, Marshall plan aid, etc. One 
question was: “Is American news- 
paper coverage of European af- 
fairs adequate? How could it be 
improved?” 

The Blade has no idea how many 
lively observations it will attract 
but felt the plan worth trying. 


Contributors were promised copies 
of the issues in which their letters 
are published or quoted. 


Lloyd Mtg. Co. Shifts 
Six Sales Executives 

Paul G. Christensen, with Lloyd 
Mfg Co., Menominee, Mich., for 
27 years, the past 15 years as head 
of the Minneapolis office, has been 
appointed sales manager in Me- 
nominee. The company makes 
chromium plated furniture and 
Rock-A-Feller overstuffed chairs. 
Mr. Christensen succeeds Clyde B. 


Dalrymple, who has been with the 
company for 45 years and now 
takes over a less strenuous post 
as salesman in upper Michigan, 
Wisconsin, Illinois and Indiana. 

Mr. Dalrymple replaces Gordon 
L. Larsen, who has been named 
manager of a newly-created Lloyd 
departmem. Louis G. Martzell has 
been appointed to succeed Mr. 
Christensen as head of the Min- 
neapolis office. Rudy J. Frankard 
has .been named to the Chicago 
sales office, succeeding Fred Har- 
rington, who returns to Meno- 
minee. 
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WPEN Names Weightman 

Station WPEN, Philadelphia, has 
named Weightman Inc., Philadel- 
phia, to handle its newspaper and 
car card advertising campaign an- 
nouncing its broadcasts of the 
Philadelphia Eagles professional 
football games. 


Edlund Joins Sellavision 


Sidney Edlund, management 
consultant and founder of the Man 
Marketing Clinics, has joined Sel- 
lavision Corp., Hartford, Conn., as 
a special representative. 
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BOOT AND SHOE RECORDER ¢ THE OPTICAL 
THE SPECTATOR LIFE INSURANCE IN ACTIN 


‘Ou 


= Ry pec. Pay e nae ict : i ge a a Se 4 & ad ¥er — 2 
a wae issue ae ek es pes ee a el a ey ee 7 RETR ae ee ag Sa ae Teens a ee eh re tt Cs gts al ve 
ee Fe a a vs ‘a. Sncmtoe : ie a ah ee ; Sane : es JO, Sale aaa Py, re . Be Bie, ae Beige Nyerds ze ape se ¢ Se.) * nn 7 E a 
ae 4 LP arian Me I ER icy Liane ae aaa pies, ee eee 32 
22 
| ee 7 
Ni 
will 
“He 
vem 
eC Gow 
& G 
Ben 
acco 
T 
—————————— mor 
‘ : 
Ee — - : | 
> 
J ie 1U/ 
d ' 
a ; y 
ic ro 
4 cae f- 
. = F . : ie A a es aut 4 
Coe ta ta wo 
N.. : eee Pe as 
— ‘a4 & er ee a ae eee ae, * 
ef : eee ss hele.) 
N“ 
| “Se eres 
A, ; * Ss Poem 
; % : 7 ; a ’ 
| “a ate =— 
- 1 ae Be 
| 4 a 9 “4 vw" ce . A “ 
jf . a ae es J i $e al 
| A ‘Sees ll : 
ht ee ——— sl } 
| ee lle ee : Be . es 
A % *, ai ee ay al ‘ Ye ro ae 
~ a’ ot | Sa «ant it ant i .* "AY 
F % “2 as > i a * > Eon” at, ac eo ai ae Pm en a <3 
77 ’ ve ; & : aes, i a : . : f 
N. e* j 4 r x \ ~~" . ae - pee i 7 mo. wal 
; a | f ‘* % i . ee ee, ya me , pe eee 
of. ie * | ' — et ae a. t 
See ive 
y : 2 a 3 me ; 7 ; . 
* os — Ta 
: % 53 : ; a es -s 
: a. i Be ie . E . bedicencaid >be ¥ a ar i :? . 
tb oe EST. —» = 
~ “ ' 4 ine —_ “ - r _ : ’ a es t c. a. : 
ie cor . ~~ . fagt he 4 NBOBE Sy ia te wail FPR, PRE eR Game Gg 
‘ 7 ; } e Z y . 
nd | lol j ol a . e Re , “2 ‘ ; 1 my ~ * - ‘ 
: ; ieee ; SF $ ; EE ae. % | - 
= } y “i be 4 om Ge ; ye ero he ‘a 
oie ; ‘ as + i , Fa. Lan 
4 ) caer | : y oe . a wa 3 Sa 4 ; 
4 ’ 1 i 7 + Pe KS P * at : > Pe 3 
. 7 ¥is if . oa <-> -*/ > = 
R (; i i cm —= 
' ‘7 B's; ite e ee f if ; = a 
a —— ete s ; 
ac ¥ . , . 
- ia y »* a & * = * 
2 ‘oh : 4 43 % es , ' ; r e re 4 . 7 , 
\ i ae = Si a 
y +) | SF . at = |) ~~ = o- ee sii M: ; lt i : : : 
Sf oa ERA arhet hes Le Pan 
Sain | Aaray ine i STTERTTTT TH TTT ee 
pe ee Pas : ; t : e tF j : # ee ™ 
; l- e 3 1. l | € } es b i % ae ene ‘ 
ee Bw 
ff a 
Se... ; > es ae i = 
— 
pe eee 
Bo | | 
— 
7 ¥ e é aC Ct eet, . . eT Din . t =aie <M ¢ cer Pipe th ea a J Se és : iy oats Pe : rs ae Sass ieee A oes ou si eee, 2. = * r a : 


e| Jobs By Magic... 


1 Al 
TION 


Advertising Age, September 5, 1949 


GF to Reintroduce 
Famed Ridgways Tea 


New YorK—General Foods Corp. 
will start advertising Ridgways 
“Her Majesty’s Blend” tea in No- 
vember with half-column ads in 
Gourmet, House Beautiful, House 
& Garden and The New Yorker. 
Benton & Bowles is handling the 
account. 

This blend, originally prepared 
more than 60 years ago for Queen 


a 
ie: 


Victoria, had a large sale in this 
country before the war, but has 
been unavailable since then. It 
will not be sold through GF sales 
offices but will be offered direct 
to the retail trade by the Maxwell 
House division of General Foods. 


Jones Joins Glenn Agency 


Bill R. Jones, formerly in the 
Dallas office of Branham Co., 
newspaper and radio represent- 
ative, has joined Glenn Advertis- 
ing, Dallas. 


Ronson Plans New Plant 


Ronson Art Metal Works, New- 
ark, has announced plans for a 
new factory in England. J. E. 
Liddiatt, managing director of 
Ronson Products Ltd., Surrey, 
England, is in this country to con- 
fer with company officials on the 
new project. 


Burnham Joins Transfilm 
William Burnham, formerly with 
RKO Pathe and Cascade Picture, 
has joined the sales department of 
Transfilm Inc., New York. 


Lonergan Names Kelly 


Walter H. Kelly has been named 
district sales manager for the Mid- | 
dle Atlantic and New England 
states for space heaters, window 
exhaust fans and warm air fur- 
naces made by Lonergan Mfg. Co., 
Albion, Mich. He was formerly 
East Coast regional manager of 
Evans Products Co. 


Faber Agency Moves 


F. H. Faber Advertising, Min- 
neapolis, has moved to larger quar- 
ters at 330 S. Sixth St. 


lt Takes Venture Capital 
To Turn The Trick! 


The planners of a “better world” would have us accept their 


schemes as the magic wand that creates jobs. It won't work, 


even in theory! Creating jobs means first creating plants and 


machines. That takes money—not glib talk. 


Where does this creative money—this venture capital—come 
from? From men and women willing to risk their savings in 
new or expanding enterprises with the hope of making a fair 
return. With the hope of making a fair return! There's the rub. 
When rash taxation and regulation syphon off the profits of 
business, there is little hope of any return for the investor and 
the flow of venture capital—the life-blood of business—is choked 
off. Result: fewer new plants... fewer new machines... fewer 


new job opportunities . . . less job-security for workers! 


We, at Chilton, believe that maintaining the American standard 
of living demands prompt action toward easing the taxes that 
burden business . . . toward encouraging the flow of venture 
capital. This, we feel, is the key to progress, to a new peak in 


employment, to job-security. 


CHILTON COMPANY (IiINC.) 


Chestnut and 56th Sts. 100 East 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 
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RESIDENTIAL BUILDING 


$6.5 Billion 


@.* $400 Millon 


walle Billion 


-+» AND YOU NEED PB TO 
SELL THE WHOLE MARKET 


The building market is every- 
where—in big cities, small towns 
and rural areas. You can’t cover it 
with halfway measures. To sell the 
whole market, it takes PRACTI- 
CAL BUILDER, because PB 
reaches more contractor-builders 
(big, little and medium-size opera- 
tors)—because PB’s “‘how-to-do- 
it’’ editorial formula builds the 
kind of readership that sells build- 
ing products for manufacturers. 
Investigate before you invest! , 


FREE—Write today for your 
copy of new PB Data Sheet with 
chart showing metropolitan vs. 
non-metropolitan building. 


. 
— 


The 
“How-to-Do-It” 
| Magazine read 
.. Ii by 80,000 
Your Baste | practical Building 
| Buy | Men 


| i 
PRACTICAL BUILDER 


5 SOUTH WABASH AVE. © CHICAGO 3, ILL, 


i en eee © Ngee ° sues 
Fe eT Tae 


Write for detai’s on your letterhead. 


Practical Builder + Bwilding Supply News 
5 Sovth Wabash Ave., Chicago 3, lil, 
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Oakite Fall Budget 
Up 25% Over ‘48 


New YorK—Oakite Products, 
manufacturer of household clean- 
ing materials, has increased its 
1949 advertising budget about 25% 
over last year for a fall campaign 
to appear in 305 newspapers. Three 
magazines, 22 business papers and 
radio spots round out Oakite’s fall 
promotion plans. 

An informative copy technique 
pointing out various uses for 
Oakite products will be used. Fall 
cleaning for cars and homes will 
be stressed. 

Family Circle, Western Family 
and Woman’s Day comprise the 


magazine schedule. Business pa- 
pers to run Oakite insertions in- 
clude Chain Store Age, Food Top- 
ics, National Grocers’ Bulletin, 
Progressive Grocer and Supermar- 
ket. 

Calkins & Holden is the agency. 


Mayers Joins RCA Service 

Joseph Mayers Jr., formerly 
with Sears, Roebuck & Co. in 
Philadelphia, has joined the adver- 
tising division of RCA Service Co., 
Gloucester, N. J. 


R. T. O'Connell Adds One 


R. T. O’Connell Co., New York, 
has been named the agency for 
Cricket Hill Pottery, New York, 
maker of Rosti sculptured lamps. 


EASY CHART 
SIZE 8 x 10 


6i¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over ,06c) 


PHOTO-MATIC.CO.33«" 


Phone WHitehall N4-2920 3 
53.59 E. Illinois St., Chicago} 


No Slump in Radio 
in S. California, 
Broadcasters Say 


Los ANGELES—“Trade reports of 
a sharp slump in radio advertis- 
ing have been greatly exaggerated 
as far as Southern California sta- 
tions are concerned,” according to 
the Southern California Broad- 
casters Association, which has just 
completed a survey in which 18 
stations of its membership have 
participated. 

Eight report summer business 
ahead of last year. Six were be- 
hind, and two were less than a 
year old. Increases reported were 
noticeably greater than decreases, 
ranging from 10% for KIST, Santa 
Barbara, to 79.5% for KITO, San 
Bernardino. Median increase was 
15%, reported by KWKW, Pasa- 
dena, and KFAC, Los Angeles. 


ws Decreases range from 1%% to 
18%, with a median of 4%. Several 
stations report drops in gross re- 


ceipts from last year, but better 
positions in net. One Los Angeles 
network outlet remarked that a 
slump of 16% in local business 
was more than offset by a 21% 
jump in national billings. 

Most of the stations polled indi- 
cate their employment level is the 
same as a year ago. Two note de- 
creases of 10% and four say they 
have raised employment from 5% 
to 15%. Almost all stations in op- 
eration in 1940 now are ahead of 
that year’s business. 


Stanton Joins NBC-TV 


Carl M. Stanton, formerly head 
of nighttime radio and television 
of Dancer-Fitzgerald-Sample, has 
joined the television department 
of National Broadcasting Co., New 
York. At one time Mr. Stanton 
directed radio for Foote, Cone & 
Belding and was Lucky Strike ac- 
count executive. 


Technicrome Moves Offices 

California Technicrome Prod- 
ucts, Los Angeles, has moved from 
8422 Melrose Blvd. to 211 S. Bev- 
erly Dr., Beverly Hills, Cal. 


“ste! 


eee lm Pushing 


the Brands 


That Are Advertised 
in My Magazine! 


*One of 10,000 Independent Grocers 


‘Because I know it goes home with my customers. 
And I’m speaking for over 10,000 other organized 
independent grocers. My customers buy American 
Family at the check-out counter every month—and 
I know how many buy it and who they are. The best 
point-of-sale advertising a manufacturer could ever 
give me would be to advertise in American Family.”’ 
American Family Magazine offers a continuing 
program for your brand promotion. The top-notch 
food-wholesalers, and thousands of aggressive, organ- 
ized, independent grocers from coast to coast recog- 
nize the advantages of supporting the products adver- 
tised in the magazine they sell to their customers. 
You need this enthusiastic cooperation—particu- 
larly today. Here you will get a complete merchan- 
dising program tied into the only store-distributed 
family magazine in voluntary grocery groups. 
AMERICAN FAMILY MAGAZINE is rapidly earn- 
ing a solid position in retail food advertising. It will 
pay you to investigate this point-of-mass-purchase 
medium which definitely helps to move good gro- 


ceries faster! 


It’s quite a story. For details, write, wire or phone. 


Extend Drive to 
Tighten Federal 
Anti-Trust Laws 


WASHINGTON—Pressure for legis- 
lation to plug gaps in the anti- 
trust laws increased last week, as 
Sen. Estes Kefauver (D., Tenn.), 
sponsor of anti-merger legislation, 
was quietly added to the Senate 
judiciary committee. 

The addition of Sen. Kefauver 
to the judiciary committee indi- 
cated that an effort will be made 
within the next few weeks to 
broaden Federal Trade Commis- 
sion’s powers over mergers, a step 
which the commission has advo- 
cated for nearly 20 years. 


ws Meanwhile, the chairman of a 
House judiciary subcommittee that 
has been making a general study 
of anti-trust problems announced 
that a set of proposals to improve 
the anti-trust laws will be recom- 
mended this fall. 

From preliminary activities of 
the subcommittee, it is virtually 
certain that the recommendations 
will call for repeal of the basic 
federal legislation legalizing fair 
trading of brand name goods. 

Fair trade legislation and the 
anti-trust exemptions of railroads 
are two of the statutes that were 
mentioned during a set of hear- 
ings which the subcommittee held 
during July. 


ws Rep. Emanuel Celler (D., N. Y.), 
committee chairman, indicated that 
an additional set of hearings will 
be held during October before the 
legislative recommendations are 
submitted to the full committee. 

Rep. Celler said government 
agencies would submit anti-trust 
proposals at the October hearings, 
but that witnesses from outside 
the government would appear also. 

The anti-merger bill sponsored 
by Sen. Kefauver and Rep. Celler 
moved unexpectedly through the 
House with a top-heavy majority 
early this month, despite the hos- 
tility of the powerful House rules 
committee. 


@ It is designed to prevent firms 
from buying up the capital assets 
of their competitors. Existing law 
prohibits them from buying the 
capital stock of competitors if the 
Federal Trade Commission finds 
that the result would tend toward 
monopoly. 

The Senate hearings will be held 
by a subcommittee under Sen 
Herbert O’Conor (D., Md.). 

On the other hand, legislation 
“clarifying” the status of delivered 
prices under the anti-trust laws— 
the so-called “basing point bill’”— 
approved by both houses, is cur- 
rently jammed in a _ conferenc 
committee. 

The committee is trying to rec 
oncile far-reaching amendment 
which were appended in eac! 
house to guard against any re 
laxation of price discriminatio: 
features of the Robinson-Patma! 
Act. Sponsors of the legislatio 
would prefer to drop the amend 
ments entirely, but they conced: 
little chance of passing the bi! 
without a provision acceptable t 
Robinson-Patman Act forces. 


Pillsbury to Broadcast 
Stockholders Meeting 


Pillsbury Mills’ shareholders wi! 
not only get the usual opportunit: 
to speak their piece at the annua 
stockholders meeting, but they ma) 
do so over the air. The yearl: 
session of the 80-year-old Minne 
apolis company Sept. 13 will b: 
covered by CBS Station WCCO 
as a special event. 

Pillsbury believes this is th« 
first time a corporation’s annua 
meeting has been opened for pub- 


lic scrutiny via radio. 
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We admit 
the 


statistics! 


Do you want the customers? 


A well known news magazine recently com- 
mented on the growth of the three general 
monthlies during the past 22 years. 

Let’s look at the record: 


1927 1949 22-year 
Circulation Ist Quarter Gain 


American 2,198,450 2,602,873 404,423 
Cosmopolitan 1,668,086 2,101,842 433,756 
REDBOOK 792,211 1,969,172 1,216,961 


Magazine 


REDBOOK’S 22-year gain is 3 times that of one 
and not far from 3 times that of the other. 


oh 


When it comes to newsstand gains, which is a 
measure of popularity, REDBOOK with a gain of 
439,502 is nearly double that of one and near- 
ly 5 times that of the other. 

Any magazine whose readers step up and 
pay $5,400,000 a year to read it, has a loyal 
group of customers for your product. Make 
what you can of the statistics, but if it’s cus- 
tomers you want REDBOOK can deliver them at 
2 per family per year for 12 black and white 
pages, or 3 per family per year for 12 four- 
color pages. You couldn’t send ’em a post card 


mailing once a year for that! 


REDBOOK 


McCall Corporation 
444. Madison Avenue, New York 22, New York 
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Baby Food Packers 
Passing Up Radio, 
WOR Report Shows 


New York—Eyeing the baby 
food market with no malice but 
lots of forethought, WOR suggests 
that manufacturers who cater to 
toddlers and under are making a 
mistake by overlooking radio. 

The key Mutual station reports 
that the seven principal baby food 
packers last year spent $3,432,906 
for advertising, mostly in maga- 
zines and newspapers. The seven: 
Gerber Products Co., which spent 
more than a third of the total; 
Clapp’s Baby Food division, Amer- 
ican Home Foods; Libby, McNeill 
& Libby; Swift & Co.; H. J. Heinz 
Co.; Beech Nut Packing Co., and 
Campbell Soup Co. 

None of the promotion funds 
went into network radio. Heinz is 
the only one of the group currently 
using radio time in the New York 
area, according to WOR. Heinz is 
a participating sponsor on the 
Mary Margaret McBride program 
on WNBC. 


s “The baby food industry’s neg- 
lect of radio is particularly sur- 
prising in view of the high listen- 
ership of housewives with young 
children,” Robert M. Hoffman, the 
station’s research director, said. 

“Thirty-five per cent of the 
housewives in New York have 
children under six; of these women, 
74% are at home and 28% are 
listening to their radios during the 
average daytime half hour. In other 
words, 38.5% of the mothers with 
young children listen regularly to 
daytime broadcasts—a higher per- 
centage than that for childless 
mothers or mothers with older 
children,” he continued. 

Other facts cited by Mr. Hoff- 
man in his brief on why baby foods 
should get into broadcasting: 

1. Gerber is the industry leader, 
but Beech-Nut dominates in the 
New York market. A Pulse study 
in February showed that 58% of 
all baby food on hand in New York 
homes carried the Beech-Nut 
brand. 

2. This industry, for which the 
U.S. Census Bureau predicts a 
shrinking market, faces a period 
of keen competition during the 
next few years. The Census Bureau 
expects the infant population 
(children under two) to dip to 6,- 
800,000 this year from last year’s 


WILL YOUR NAME 
BE REMEMBERED 
& 


Place your name and business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but practical 
means of never letting them forget you. 


Gits Knife, finest steel 4-in-1 
blade, one hand operation, 
safe-locks in 5 positions for 
variety of uses—imprinting 2 
or 3 lines in gold, silver or col- 
or. Lustrous colored handles. 
Gits Razor-Nife with or with- 
out gold colored key chain, 
a rozor blade with a safety 
handle, refillable, assorted 
colors, Imprinting 2 or 3 
lines. Lasting reminder. 


Gits Flashlights—Yes, the 
famous unbreakable plastic 
“Mile of Light” flashlights, the 
No. 100 ‘Plastic Eye’’ 
(straight) model or the No. 
122) “Super Right Angle” 
with belt clip. Lustrous col- 
ors, stunning design, pre- 
“focused with nickel plated | 
solid brass reflector. Shatter- 
proof lens. Memory-wise, the 
last word in thoughtfulness. 


Ask your favorite specialty jobber to 
show you the long line of GITS Quality Plastic Products, 
or write direct 


Molds opr ration 


4600 W. HURON ST., CHICAGO 44, ILL. 
Manufacturer of the famous Gits Savings Banks, 
Games, Letter Openers, Key Holders, Poker Chips, 

Stir Sticks, Ete. 
CANADIAN DISTRIBUTOR: Myer Bald, Lid. 
69 York Street. Teronte 


record high of 7,400,000. By 1955 
the bureau believes the figure will 
drop to the 1940 level of 4,700,000. 


Palen to Yankee Network 

Ed Palen, formerly program di- 
rector of Station WAKR, Akron, 
has been appointed program coor- 
dinator of the Yankee Network. 


Baker Studios Expands 

George Baker Studios, Miami 
advertising illustrator, has moved 
= larger quarters in the Ingraham 
Bldg. 


Joins West-Marquis 


Jack Van Assert has joined the 
San Francisco staff of West-Mar- 
quis as an assistant account ex- 
ecutive. He formerly was assistant 
advertising manager of Gensler- 
Lee Jewelers, San Francisco. 


To Guild, Bascom & Bontigli 


Home Containers Corp., San 
Francisco, manufacturer of jars for 
home refrigerators, has appointed 
Guild, Bascom & Bonfigli, San 
Francisco, to handle a consumer 
advertising campaign. 


Appoints Van Cleve 


Bert Van Cleve, formerly man- 
ager of the California Olive Ad- 
visory Board, has been named 
sales manager of the La Mirada 
Olive Co., Corning, Cal. He will 
make his headquarters at 116 New 
Montgomery St., San Francisco. 


Lyons Adds Office Space 


Larry Lyons Associates, Chicago 
publishers’ representative, has 
moved to larger quarters at its 
ne address, 549 W. Washington 

vd. 


Advertising Age, September 5, 194¢ 


Ad Courses to Begin Soon 


The Golden Gate College schoo] 
of advertising, sponsored by the 
San Francisco Advertising Club, 
for the ninth year will offer mer- 
chandising, advertising and sales 
promotion evening courses, start- 
ing Sept. 12. 


Fellman Appoints Gould 


Irving Gould, formerly with 
Lavenson Bureau, Philadelphia 
has been appointed art directo 
of Leonard F. Fellman & Asso- 
ciates, Philadelphia. 
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YOU ARE ELIGIBLE. Yes—you, your wife and your 
children may enter the “‘Cosmo-Quiz”’ if you’re with 
an ad agency, or if you’re with a business that 
places any advertising anywhere. No, you do not 
even have to advertise in Cosmopolitan. But when 
you read the September issue you’ll see for yourself 
why Cosmopolitan is the magazine all America is 


U) 


hin ciate QS SG e:0 


talking about. 


TIME’S A’WASTIN’! This month’s contest is the third, 
with only one more to go. And to qualify for the grand 
prizes you must enter at least two of the four 
monthly contests! It’s easy, and fun, too—you’ll 
find the answers to this month’s quiz in September 
Cosmopolitan. So don’t miss out on your chance to 
win the Chevvy Convertible or any of the other won- 


derful prizes. 


ws nate: alan: BE ehlgillh i 


—and these are the Contest Rules 


Sa em mere peo pene 


1015 PRIZES 
“el WORTH *6500! 


Grand Prizes 
Ist Grand Prize 


1949 Chevrolet Styleline Convertible 


2nd Grand Prize 


A $750 gift certificate for purchases at 
Lord & Taylor, 5th Avenue & 38th Street, 
New York City (or branches) 


3rd Grand Prize 


A $250 gift certificate for purchases at 
Saks Fifth Avenue, 5th Avenue & 49th 
Street, New York City (or branches) 


Monthly Prizes 


Ist Monthly Prize A $150 man’s or woman's Hamilton 


or Longines wrist watch 


2nd Monthly Prize A $90 Parker or Sheaffer pen and 


pencil set 


3rd Monthly Prize A $30 Admiral three-way portable 


radio set 


And 250 Additional Prizes, each worth approximately 
$2.50, every month during the contest : 


1. Eligibility—Anyone employed by an ad- 

vertiser or by an accredited advertising agency 

is eligible to enter this series of four monthly 

contests, except employces and members of 

the immediate families of employees of Cosmo- 

a. its advertising agency and The Reuben 
- Donnelley Corporation. 


2. The coupon in this advertisement consti- 
tutes the official entry blank for the ‘“‘Cosmo- 
Quiz”. All you need do to enter the contest is 
to check on the coupon in this ad the correct 
answers to the quiz questions on the opposite 
page, then complete in 25 words or less the 
statement beginning “I enjoyed Cosmopolitan 
because .. .’’ and mail your filled-out coupon to 
Cosmopolitan, P.O. Box 30, New York 16, N.Y. 


3. Each monthly contest will close at midnight 
on the last day of the month of the issue of Cos- 
mopolitan on which the questions are based, 


and monthly prize winners will be notified within 
thirty days following the closing date of each 
contest. Grand prize winners will be notified 
within thirty days of the closing date of the 
final monthly. contest, October 31, 1949. At this 
time a complete winners” list will be mailed to 
all entrants sending in a stamped self-addressed 
envelope for the same. 


4. Individual contestants will be limited to one 
entry in each monthly contest. 


§. The monthly prizes will be awarded on the 
basis of the correctness of the answers to the 
contest questions. In case of ties, these awards 
will be determined by the originality, interest 
rend aptness of thought expressed in the 25-word 
statement. When these are insufficient to break 
ties, duplicate prizes will be awarded. 


6. Grand prizes—Monthly contest winners 
will be eligible for the grand prize awards at 


the conclusion of the fourth and final monthly 
contest October 31, provided they have en- 
tered at least two of the four monthly 
contests. Only their prize-winning entries will 
be considered in determining these awards and 
judging will be based solely on the me A 
nality, interest and aptness of thought of 
25-word statement. In case of ties, duplicate 
prizes will be awarded. 


7. Judging of questionnaires and of the 25-word 
statements for the purpose of breaking ties for 
monthly contest prizes, and for determining 
grand prize winners, will be done by The Reuben 
H. Donnelley Corporation, an independent 
contest-judging organization. Judges’ decisions 
will be final. All entries will become the prop- 
erty of Cosmopolitan Magazine and none will 
be returned. Names of contestants will not be 
used in advertising, without express consent 
in writing. 


1. P, 
Hell ha 
husban 


a. Abri 
b. Adri 


2. Py 
us and 
ment, b 


a. Door 
b. Cellir 


3. Ps 
You” ? : 
Hamme 


a. Oscar 
b. Riche 


4. Ps 
ter Nor 
a. A job 
b. A vac 


5. Pg 
ous; oth 
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Copy Experts and 
Educator Collaborate 
on New Ad Textbook 


New YorK—Advertising students 
and beginners may now draw upon 
a new textbook, “Advertising 
Copywriting,” for fundamental 
facts about the work of ad writ- 
ers. The book has been compiled 
primarily for those who are not 
yet copy or advertising execu- 


tives, but it reviews fundamentals 
valuable on all levels. 

A product of collaboration by 
Philip Ward Burton, professor of 
advertising, Syracuse University; 
Bowman Kreer, copy chief, J. Wal- 
ter Thompson Co., Chicago, and 
John B. Gray Jr., copywriter, 
Ruthrauff & Ryan, Chicago, the 
work is a 721-page volume bring- 
ing together varied aspects of 
copywriting as it has evolved from 
earlier days. Chapters are organ- 
ized to give a clear and concise 


account of ad writing both as an 
art and as a many-faceted bus- 
iness in agencies, department 
stores, manufacturing concerns, 
etc. 


s New and original material on 
radio, direct mail, mail order and 
television advertising keeps the 
text fresh for those to whom some 
of the material may be old meat. 
Special chapters are devoted to 
outdoor advertising, business pa- 
per campaigns, fashion copy, and 


“writing for the ear.” 

In a preface to the text, Walter 
Weir, president of Walter Weir 
Inc., New York, emphasizes the 
value of the text in acquainting 
beginners with the non-writing 
duties performed by a copywriter, 
and the rewards which may be ex- 
pected from writing a successful 
sales story, both in self-satisfac- 
tion and financial return. While 
admitting a distaste for textbook 
advertising as against practical ex- 


perience, Mr. Weir recommends 
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ENTER THE. 


AUSMO-OL 


JUST ANSWER THESE 20 QUESTIONS 
FROM SEPTEMBER ee ae 


Page numbers in italics tell you where in Cosmopolitan you'll 


find the beginning of the feature on which the question is based. 


1. Pg.36. According to David L. Cohn, 
Hell hath no fury like a woman whose 
husband is: 


a. A brute 
b. A drunkard 


c. Unfaithful 
d. Unperceptive 


2. Pg. 42. It was 11 years since Mari- 
us and Judy had broken their engage- 
ment, but she still kept the: 


c. Love letters 
d. Ring 


a. Door open 
b. Cellini bowl 


3. Pg. 40. Remember “The Song Is 
You”? The words were written by Oscar 
Hammerstein II; the music by: 


a. Oscar Levant c. Jerome Kern 
b. Richard Rodgers d. Sigmund Romberg 


4. Pg. 44. Lois Newlan’s beautiful sis- 
ter Norma went all out to get: 


a. A job c. A beau 
b. A vacation d. Lois’ husband 


5. Pg. 52. Some rumors are danger- 
ous; others, silly; you’d be surprised how 
many people believed they’d get a new 
automobile for: 

a. A a copper c. 10,000 cigarette 


penn wrappers 
b. A 1913 nickel d. Climbing Mt. 
Everest 


6. Pg. 58. There was nothing wrong 
with the five muscle-bound Meroneys 
ha’ couldn’t be fixed by the five Amta- 
zon sisters, the: 


ourkes 
b.  yans 


c. Rooneys 
d. Rosenblums 


7 Pg. 46. People are mistaken, says 
¢! n Hokinson, when they think of the 
for en in her famous cartoons as: 
BR. I umb 


: c. Intelligent 
Py. / ump 


d. True-to-life 


8. Pg. 54. When baby Elwood finally 
learned to talk he called his grandfather: 


a. Bummuf c. Gunga 
b. Choo-choo d. Din 


9. Pg. 6. One of the men named here 
is not a partner in a perfume business: 


a. Morton Downey __c. ShermanBillingsley 
b. Arthur Godfrey d. Steve Hannagan 


10. Pg. 31. The ring Captain Orselli 
gave Father Stephen Fermoyle was set 
with an oblong, deeply beveled: 


a. Cabochon emerald c. Burmese ruby 
b. Amethyst d. Star sapphire 


11. Pg. 38. Enshrined forever in Bob 
Considine’s Pinch Hitters’ Hall of Fame 
is: 

a. Al Gionfriddo 
b. Dolph Camilli 


12. Pgs. 34 and 4. If Morris is as 
bright as you at the Old Time Movie 
guessing game, he’ll know that the girl 
in ‘‘King Kong”’ was: 

a. Colleen Moore c. Mae Clark 
b. Vilma Banky d. Fay Wray 


13. Pg. 50. A section of Fifth Avenue 
at 54th Street in New York City was 
torn up as a practical joke by: 


a. Toots Shor c. W.H. D. Cole 
b. Hugh Troy d. Brian G. Hughes 


14. Pg. 31. Behind his back Father 
William Monaghan was often called: 


a. Buffalo Bill ec. Dollar Bill 
b. Beefsteak Bill d. Weeping Willie 


15. Pg. 12. As the best movie of the 
month, Louella Parsons picks ‘‘Malaya’’, 
starring Speneer Tracy, Jimmy Stewart, 
Lionel Barrymore, Sydney Greenstreet 
and the exotic Italian newcomer: 


a. Alida Valli c. Valentina Cortese 
b. Anna Magnani d. Pola Negri 


c. Ernie Lombardi 
d. Cookie Lavagetto 


osmopolitan 


7 Ae Ora ¥ S- ye. ® Be i 
PEST eke PE a St aka ae cl GaN, Seem ene? ne Sem Meee 


ali 
Bp’ preparing to become a: 
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16. Pg. 31. Steve’s sister Ellen was 


Secretary 


c. Concert pianist 
b. Carmelite 


d. Coloratura 


17. Pg. 48. Joan Fontaine and Olivia 
De Havilland are: 


a. Step-sisters 
b. Sisters 


c. Cousins 
d. Second-cousins 


18. Pg. 155. In the argot of Broad- 
way, press agents are sometimes referred 
to as: 


a. Flicks 
b. Flacks 


c. Flecks 
d. Flooks 


19. Pg. 56. One couple would not be 
aboard the Ark when the flood came: 
a. Shobal & Tirzah c. Ham & Ayesha 


b. Japheth & d. Shem & Kerin 
Meribal 


_ 20. Pg. 4. If your blood pressure still 

jumps every time you discuss the ending 

of “‘A Letter To Three Wives’’, you’ll be 

es to know its sequel is being written 
y: 

a. John Dickson 


c. John Carter Brown 
Carr 
b. John Steinbeck 


d. John Klempner 


en al 0 cn as we 0m a om 


BE SURE TO COMPLETE AND MAIL YOUR ENTRY 


| Fill in this coupon and mail it to Cosmo- 
1 politan, P.O. Box 30, New York 16, N.Y. 
| If you are competing as a relative of an 
| employee or officer of an advertising 
agency, or of an advertiser, please note 
I = A AW! name under the space pro- 
vi or firm name. 
J Just cross out one letter {A\, (8), [C] or (0) cor- 
! responding to the correct answer. Then 
| — in 25 words or less the state- 
1 ment below. 
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.W@ OOo s3 @ BO OO 
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fe DOK 6&6 ABD 
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| enjoyed September Cosmopolitan because . . . 
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I Address__ 
I City. (s+) State = 
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the book as an informative guide 
which shows copy cubs that copy- 
writing today is a “bysiness.” 
Published by Prentice-Hall, New 
York, the text retails for $7.65. 


Two Name Bauer Agency 

Adrian Bauer Advertising Agen- 
cy, Philadelphia, has been named 
to handle the advertising of Royal 
Rinse Inc., Philadelphia manu- 
facturer of cosmetics and deter- 
gents, and Kinetic Laboratories 
Inc., Philadelphia. 


Appoints Copeland Agency 


Continental Clothing House, Chi- 
cago department store, has re- 
turned its advertising account to 
Allan J. Copeland Advertising, 
Chicago, after a lapse of five 
months. Local newspapers will be 
used. 


Quits Olmsted & Foley 


Gordon Daline has resigned, ef- 
fective Sept. 1, as an account ex- 
ecutive of Olmsted & Foley Adver- 
tising Agency, Minneapolis, to set 
up a company to market several 
products he developed as a hobby. 


Get to the 
men who 
DECIDE 
in the 
dailies that 
help them 


ecide 


TheIournalot Commerce 


Journals of 
Commerce 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


53 Park Row, New York 15, N. Y. 


12 East Grand Ave., Chicago 90, Ill. 
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Department Stores 
Lead Retail Field 
in Knoxville Study 


KNOXVILLE—Department _ stores 
outrank all other retail outlets in 
this market as the place of pur- 
chase for all but one major item in 
women’s and men’s clothing and 
accessories, according to a two- 
year report on the “Continuous 
Consumer Research Panel” spon- 
sored by the Knoxville News- 
Sentinel and University of Ten- 
nessee. 

Knoxville women, it is shown, 
go to the department stores for 
more than half of their purchases 
of blouses, brassieres, dresses, 
girdles and corsets, gloves, gowns, 
handbags, hosiery, millinery, pa- 
jamas, skirts, slips, sweaters and 
underwear. Among these items, 
department stores get 52.4% to 
89.1% of the individual purchases. 

When it comes to shoes, how- 
ever, women favor the “family 
clothing stores” which sell both 
women’s and men’s clothing and 
accessories, including, in the Knox- 
ville market, J. S. Hall & Son, 
Schriver Brothers and Paul Dean 
Clothier. The family stores rate 
48.3% of women’s shoe purchases, 
compared with 41.7% for depart- 
ment stores. The shoe stores them- 
selves trail “out of town” pur- 
chases, with 3.1%, compared with 
4.6% for the latter. 


a Male members of the panel 
families buy more of their hats, 
hosiery, pajamas, shirts, shoes, 
sweaters, ties and undershirts and 
shorts at department stores than 
at any other type of retail outlet. 
Their purchases in these stores 
ranged from 37.8% to 77.5%. De- 
partment stores accounted for 
37.8% of shoe purchases; shoe 
stores were a close second with 
369%, and family clothing stores 
were next in line with 16.7%. 

The panel, co-sponsored by the 
university’s College of Business 
Administration and the News- 
Sentinel, includes 250 families 
which provide a_ representative 
cross section of the population 
within the city limits. The con- 
tinuous report covers four sections, 
including 20 food, 10 drug and cos- 
metic, 16 women’s clothing and 8 
men’s clothing classifications. Re- 
sults are tabulated and presented 
as a supplementary study each 
month. 

The latest two-year report cov- 


OUR READERS ARE 


UYING 


read every month by the 
Creamery Products Manu- “Hasina 
facturers. Producers of but- 
ter, cheese, dry, condensed I 
and evaporated milks. 
Most of these plants are 
located in large cow-popu- 
lated areas and have sub- 
stantial purchasing power. 
eee eeeeneeeeeeeeeeeeee 
read every month by ICE 
ICE CREAM CREAM MANUFACTURERS 
located in all cities and towns, 
REVI EW and who sell through whole- 
sale outlets as well as com- 
pany-owned or controlled 
stores. 
*eeeeeeeeeeeeeeeeeneeeee 
read every month by Milk Deal- 
ers — producers of bottied prod- 
wets, cottage cheese and other 
dairy products, and are pack- 
agers and distributors of butter 
and eggs. 
oeeeeeeeeetneeeeeeeeeee 
Every worthwhile milk dealer, 
creamery products manufac- 
turer and ice cream manvu- 
facturer regularly uses this 
large red book as a BUY- 
ING GUIDE and DIREC- 
TORY. Wt is the annval, 
permanent, BUYER'S REFER- 
ENCE book. 


' OLSEN PUBLICATIONS | 
\ 1445 NORTH FIFTH STREET 
* SA WAUKEE 12, WISCONSIN 


ers the Jan. 1, 1947, to Dec. 31, 
1948 period and shows the percent- 
age of families buying clothing 
items, pdints of purchase and price 
lines. In addition, it shows the 
average per cent of families buy- 
ing per month, and average num- 
ber of units purchased per family 
per year. 

Data covering grocery and drug 
products have already been re- 
leased in a separate study. With 
all sections, the selected families, 
under supervision of panel leaders, 


record specific purchases in stand- 
ard monthly report forms. Par- 
ticipating families are compensated 
either in the form of cash or pre- 
miums. ' 


Wooding Joins University 


Edmund Wooding, formerly with 
J. M. Mathes Inc., New York, as 
associate copy director, this fall 
will join the faculty of the Uni- 
versity of Michigan’s department 
of journalism as visiting asso- 
ciate professor. 


Names Sanders & Thomas 


Sanders & Thomas, Pottstown, 
Pa., has been retained to direct 
the advertising of Sprout, Wald- 
ron & Co., manufacturer of spe- 
cial machinery and equipment for 
the paper, chemical, tobacco, food 
and grain industries. 


MAAN to Meet in Detroit 


The Midwestern Advertising 
Agency Network will hold its next 
meeting Nov. 26-27 at the Book- 
Cadillac Hotel, Detroit. 


Advertising Age, September 5, 194) 


Foster Appoints Elvin 


Robert C. Elvin, formerly ac 
count executive in the Toronto of 
fice of Harold F. Stanfield Ltd 
has been named an account ex 
ecutive in the Toronto office o 
Harry E. Foster Advertising. 


Fennell Appoints Dubin 


M. R. Dubin has been appointed 
eastern representative in charge 
of the New York office of Paul J 
Fennell Co., Hollywood, producer 
of commercial and television filn 
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Agency Incorporates 

Industrial Advertising Co., 
yreensboro, N. C., has been incor- 
porated as a general advertising 
»usiness. Incorporators are C. T. 
Boyd, Tim Warner and Vivian 
Roberts. 


Gets College Account 
The Woman’s Medical College of 
Pennsylvania, Philadelphia, has 


1amed Gray & Rogers, Philadel- 
phia, to handle publicity for its 
forthcoming centennial celebration. 


Seamprufe Will Use 
Harem Style Theme 


New YorK—Seamprufe Inc., 
manufacturer of lingerie, will 
launch a fall campaign based on 
harem styles and colors this month 
in magazines and newspapers. 
Copy headlines read “Shades of 
Scheherezade,” and the general 
theme follows that of its Calypso 
promotion last spring. 


Thirteen consumer magazines 


scheduled to run color pages dur- 
ing September and October in- 


clude: Charm, Harper’s Bazaar, 
Ladies’ Home Journal, Mademoi- 
selle, Modern Screen, The New 
Yorker, New York Times Maga- 
zine, Photoplay, Seventeen, To- 
day’s Woman, Vogue and Woman’s 
Home Companion. 

Business papers on the schedule 
include Department Store Econo- 
mist, Lingerie Merchandising, Mer- 
chants’ Trade Journal and Wom- 
en’s Wear Daily. 


Retailers will be supplied with 
mats, counter cards, window sug- 
gestions and radio scripts. 

Wesley Associates is handling 
the advertising. 


Industrial Admen Elect 


Sheldon Johnson, Philadelphia 
district sales promotion manager of 
Westinghouse Electric Corp., has 
been reelected president of the 
Eastern Industrial Advertisers, 
Philadelphia chapter of the Na- 
tional Industrial Advertisers As- 


Cromiug (auch badadly 


McGRAW-HILL 
acquires 


FLEET UWNER 


For a Dynamic Industry... 


Trucking is one of America’s great, vigorous industries: 


@ Truck registrations have jumped 50% since 1945—to more than seven million. 


@ Truck movement of freight has soared too—to 80 million ton-miles a year. 


A More Dynamic Magazine... 


FLEET OWNER has served this industry for 20 years, giving practical, know- 
how editorial service to its readers—and outstanding returns to its advertisers. 


To its time-tested values FLEET OWNER now adds: 
@ McGraw-Hill’s world-wide editorial, research and circulation strength. 


@ Expanded editorial coverage, beginning in January . . . broadened to help 
the trucking industry meet the new problems its growth has created. 


@ Better advertising values inherent in a steadily-increasing paid circulation 
... an alert audience of important men who want to read FLEET OWNER — 
and read it with profit. 


FLEET OWNER becomes McGraw-Hill’s thirty-fourth business publication 

. a new link with an industry which James H. McGraw first served more 
than sixty years ago with TRANSIT JOURNAL . . . a worthy companion to Bus 
TRANSPORTATION and, in the export field, to THzE AMERICAN AUTOMOBILE and 
Ext AuTOMOVIL AMERICANO. 


FLEET OWNER Zfoed 


A McGRAW-HILL PUBLICATION 


330 WEST 42nd STREET © NEW YORK 18, N.Y. 


sociation. Other officers are: J. 
Whitford Dolson, industrial ad- 
vertising manager of Hercules 
Powder Co., Wilmington, vice- 
president; George T. Long, of C. 
H. Wheeler Mfg. Co., Philadelphia, 
secretary, and Ernest G. Monigle, 
treasurer. 


Open New St. Louis Agency 

Lee Erskine and John J. White- 
side, formerly with Loomis Ad- 
vertising Co., and D. F. Delorenzis, 
formerly with Commercial Adver- 
tising Co., have formed a partner- 
ship and opened their own agency, 
Erskine, Delorenzis & Whiteside. 
Offices are located at 916 Syndi- 
cate Trust Bldg., St. Louis. 


King Publications Moves 

King Publications, publisher of 
Western Construction News and 
Western Industry, will move on 
Oct. 1 from 503 Market St. to 609 
Mission St., San Francisco 5. 


Merit Appoints Sumner 

Merit Publications, New York, 
has named G. Lynn Sumner Co., 
New York, to handle advertising 
in newspapers and magazines. 


Branham Color 
Directory 


*... an opportune time for 
the Branham Company to 
issue its splendid booklet on 
R.O.P. Color. . . exactly the 
kind of color guide the na- 
tional advertiser has need- 
ed and wanted." 

T. S. Irvin, 

EDITOR & PUBLISHER 


moons 
Branham Market Data 
Folders 


“Congratulations on the 
splendid folders you are 
getting out for each of the 
markets and newspapers 
represented by The Branham 
Company... 
Philip Salisbury, 
SALES MANAGEMENT 


“These studies are excel- 
lent. They contain the 
essential information agen- 
cies and advertisers want. 
They present their facts 


simply and uniformly.”’ 
EDITOR & PUBLISHER 


THE. 2 


BRANHAM 
COMPANY 
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Toni Will ‘Satisfy’ 
Beauty Shop Critics, 
President Promises 


Cuicaco—The Toni Co., through 
its president, R. N. W. Harris, 
promised last week to satisfy 
“beauty shop criticism” of hair 
settings shown in its “Which Twin 
Has the Toni?” ads. 

Complying with an FTC action 
(AA, Aug. 29), Mr. Harris said: 
“Although we are convinced that 
women always have realized 
‘Which Twin Has the Toni?’ re- 
fers to the actual permanent and 
not the hair set, in order to satisfy 
beauty shop criticism we have 
agreed that in future ads we will 
point out that the hair settings of 
both twins following the per- 
manents were professionally ad- 
ministered.” He added that “every 
woman is well aware of the fact 
that a hair setting is necessary af- 
ter every shampoo as well as af- 
ter a permanent wave.” 

In taking photographs of twins 


for Toni ads, he said, “we are al- 
ways most careful to see that one 
twin gets her Toni wave at home 
without professional supervision. 
The other twin goes to a beauty 
shop and receives a wave that 
usually costs $50.” 

Officials of the National Beauty 
and Barber Manufacturers Asso- 
ciation said the FTC investigation 
of Toni was instigated by members 
of the beauty shop industry. The 
inquiry had been under way since 
1948, they added, but was delayed 
by a change in corporate owner- 
ship. Gillette Safety Razor Co. 
purchased the company early last 
year. 


Appoints Critchfield Agency 

Critchfield & Co., Chicago, has 
been appointed to handle the ad- 
vertising and sales promotion of 
National Market Reports Inc., Chi- 
cago publisher. 


Chatco Appoints Fagan 

Chatco Steel Products Ltd., To- 
ronto, has appointed L. E. Fagan 
sales manager of the contracts di- 
vision. . 


advertising pays 


especially well in 


INDUSTRY ann POWER 


~ VERIFIED READERSHIP 


among men like these 


TELLS WHY... 


These cards give you a glimpse at INDUSTRY AND POWER’S 
verified readership file. Plant by plant, this file gives a picture of 
circulation to the plants you want to reach. Man by man, it proves 
readership by the men who are responsible for buying the equip- 
ment you sell. Each man on these cards has written to INDUSTRY 
AND POWER one or more times to inquire about an advertised 
product, an editorial article or feature, or a new product or bulle- 
tin. Many have written a dozen times or more. The fact that 
INDUSTRY AND POWER has verified readership by men like 
these in plants like these is one more good reason why advertiser 
after advertiser finds that display space in |&P pays big dividends. 


Let us compare our verified readership with your prospect list. 
Write us —or ask our representative — for full details. 


INDUSTRY AND 


ST. JOSEPH, MICHIGAN | 


POWE 


Rub Crankcase 
Oil on Apples 
for TV ‘Look’ 


Pathescope’s Walter 
Raft Explains Some 
TV Film Techniques 


New YorK—Polishing an apple 
doesn’t make it photograph well 
for television, according to Walter 
Raft, production manager of Pathe- 
scope Productions, major TV spot 
producer here. To make an apple 
look appealing on a video screen, 
it should be rubbed with crank- 
case oil, he explained, adding: 
“That also holds true for roast 
turkey.” 

Commenting on some of the 
problems facing television film 
producers, and some of the ingen- 
ious solutions which production 
men have devised, Mr. Raft cited 
the Jell-O commercials as an ex- 
ample. 

To obtain a natural-looking color 
and consistency in a series of TV 
announcements just completed by 
Pathescope for General Foods, Mr. 
Raft had to “dope up” the colors 


JOHNNY ON TV—Not out of a store 
window, but directly out of the pack, 
steps Johnny to make a familiar call in 
Philip Morris’ television commercials. Be- 
low, he gets assistance from a couple 
of portraits which come to life in these 
spots filmed by Pathescope. 


by mixing lime with strawberry, 
cherry with lemon, orange with 
raspberry, and so on. 

And to show off the transpar- 
ency and luster of Jell-O, he used 
a glass table set with fine silver, 
china and glassware—and put the 
lighting under the table. 


w Severa! series—one-minute, 20- 
second, 30-second—were com- 
pleted during the run. The Jell-O 
announcements were shot silent 
so as not to date them. They will 
form a library of spots which may 
be utilized in innumerable com- 
binations. 

The current Pall Mall TV an- 
nouncement required a great deal 
of production ingenuity. Sullivan, 
Stauffer, Colwell & Bayles pre- 
pared a script for the spot calling 
for a quartet of dancers about 
half the height of a pack of cig- 
arets. First step was the building 
of 13 giant Pall Mall packs rang- 
ing from 2’ to 10’. They were made 
of extra light balsa wood covered 
with muslin. Pall Mall labels, com- 
plete with Latin mottoes, were 
carefully copied on the muslin. 

Color was the next obstacle. If 
the actual red were used, it would 
show up on the panchromatic mov- 
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PARTICU 


a 
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DANCERS AND CIGARETS—Pall Mall uses television to demonstrate the size of its 
cigarets with the aid of a quartet of dancers. The announcement also features 
a demonstration of the throat filtering process to the background chant of Pall 


Mall’s “greater 


length” slogan. 


ie film as near white. After ex- 
perimentation, a neutral shade of 
gray was decided upon—a shade 
which in the black and white scale 
of the film would seem to be the 
familiar Pall Mall red. 


ws In order to maintain the scale 
illusion of the dancers to the packs, 
it was necessary that nothing show 
except the dancers, the packs and 
the matches and cigarets which 
they carried. To black out every- 
thing else, Pathescope used 250 
square yards of black velvet. 

The black velvet was also used 
in the opening sequence of the 
commercia! in which the cigarets 
look as though they are going to 
bumble out of the screen into the 
living room. Several people drop- 
ped the cigarets onto the velvet be- 
fore the lens of a high-speed cam- 
era. 

The 60-second spot closes with 
Pall Mall’s slogan: “Pall Mall’s 
greater length filters the smoke 
on the way to your throat.” Ani- 
mation is used to flash the words 
across a silhouette on the screen. 


a Perhaps Pathescope’s most elab- 
orate animation job was done for 
General Electric Co. The General 
Electric sign, which flashes on and 
off exactly like neon in the in- 
troduction to the Fred Waring TV 
show, is a very tricky animation 
job. 

Although Mr. Raft, like a great 


many other producers, was reluc- 
tant to reveal many of his trade 
secrets, he is more liberal with his 
advice. One suggestion he offers 
advertisers concerned with costs 
is to film commercials in a series 
wherever possible. Different sto- 
ries, he adds, may be told on the 
same set, and labor may be used 
more efficiently. 


Consolidated Press Names 
Allen, Hinch, Ballagh, Booth 


Consolidated Press Ltd., Toronto, 
has announced several new ap- 
pointments. Gordon V. Allen, with 
the company for ten years, has been 
named advertising manager of 
Canadian Cigar & Tobacco Journal, 
and will continue as advertising 
manager of Trader & Canadian 
Jeweller. Carl J. Hinch, formerly 
a member of the Toronto Board of 
Trade staff, has joined the promo- 
tion department of Consolidated. 

Bob Ballagh, formerly editor and 
advertising manager of Canadian 
Cigar & Tobacco Journal, is now 
advertising representative of 
Chemistry in Canada. John D. 
Booth has been named sales rep- 
resentative of Manufacturing & 
Industrial Engineering. 


CED Appoints Barrett 


Joseph L. Barrett has been ap- 
pointed director of business or- 
ganizations relations for the Com- 
mittee for Economic Development. 
For the past six years, he has been 
director of trade association re- 
lations of CED. 
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“| Lite 
Advertising Ages 


QUICK REVIEW OF 


AGENCY ACTIVITIES” 


Says EMIL BRISACHER + BRISACHER, WHEELER & STAFF 


“The primary thing | get out of Advertising Age is a quick review of advertising activity on 


the part of advertisers and agencies. Much to my personal liking is the way in which you 


give just enough of a highlight to impart intelligent comprehension of the news.” 
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EMIL BRISACHER 


Getting the account of the Portuguese government (sardines) was 
one of the most recent developments in the eastward sweep of a 
merchandising career which began some years ago when Mr. 
Brisacher was born in the back of a general merchandise store in 
the tiny town of Centerville, California. He literally grew up in 
a retail atmosphere. He entered the agency business in 1915, 
started the nucleus of the present organization in 1919, and has 
been on the go ever since. With more than $10,000,000 in bill- 
ing, Brisacher, Wheeler & Staff is the largest agency with head- 
quarters west of the Mississippi, and has, of recent years, been 
moving east. Eastern accounts like Wheatena and the Milk Dealers 
Association of Metropolitan New York are evidence of the effective- 
ness of the Brisacher technique which, without slighting copy, lays 
special and unusual emphasis on hard-hitting merchandising. Van 
Camp Sea Foods Co., for example, credits the Brisacher technique 
with boosting “Chicken of the Sea” and “White Star” tuna sales 
to 80 times the 1921 level, and bringing it more business than all 
other tuna canners together. A recent Wheatena premium deal 
pulled 50,000 box tops in 5 days. 
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More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


kA sportsman with an appreciation of the finer 
things of life — and the leisure and means to 
enjoy them. 
For instance, a recent survey shows that Spend- 


o-crats are 533% better prospects for boats and 
boating equipment than non-sportsmen. 
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Weather Bureau Tests 
New ‘30-Day Outlook’ 


It's for Experts Only, 
Industry is Cautioned; 
Teletype Net Also Used 


WASHINGTON—Worried about the 
weather? 

Lots of people are. In Detroit 
one day last year, the telephone 
dial service handled 267,952 
weather inquiries; in Chicago, it 
has handled as many as 223,989 
in a day. 

Weather news is so important to 
business and industry that the tele- 
phone company is testing special 
teletype service in New York, 
Baltimore and Los Angeles pro- 
viding continuous weather report- 
ing. 


s Given in time, a frost warning 
may save a multi-million dollar 
citrus crop. Or it may tell a big 
utility of an impending demand 
for heating gas. 

A forecast of rain tells a taxi- 
cab fleet operator that his services 
will be in demand. An approaching 
cold snap may prompt garages and 
service stations to bolster supplies 
of skid chains and anti-freeze. 

Long-range forecasts can di- 
cate the probable demand for sea- 
sonal goods. Day-to-day reports 
may pinpoint the spots where sales 
potentials are high. 


s But forecasting is still a treach- 
erous business. 

The U. S. Weather Bureau and 
the increasing numbers of private 
consulting meteorologists can do 
a good job in anticipating changes 
that are 36 to 48 hours in the off- 
ing. They give generalized fore- 
casts for longer periods—but don’t 
try to sue them if they’re wrong. 

No one is more reserved about 
forecasting than the weatherman 
himself. “Over a long period,” he 
says, “the 36 to 48 hour predictions 
of the U. S. Weather Bureau are 
80% to 85% correct. But the prob- 
lems of long-range forecasting 
have not been solved.” 

Last February, the Washington 
Post found that the Weather Bur- 
eau scored 87% in its predictions 
here. “That’s a fine record,” a bur- 
eau official observed. “But even 
if we are right four days out of 
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five, what should we tell the fellow 
who counted on us to be right the 
fifth day?” 


s Weather Bureau’s most impor- 
tant stock in trade is the 36 to 48 
hour forecast, issued four times 
daily and supplemented by bulle- 
tins whenever warranted. Another 
important offering is the weather 
map, providing forecasts and gen- 
eral weather information daily, in- 
cluding Sundays and holidays, for 
the entire country, for $3.60 a year. 
(Subscriptions are obtained by 
writing the Superintendent of Doc- 
uments, Government Printing Of- 
fice, Washington 25, D. C.) 

The bureau also issues a five- 
day forecast on Tuesdays and 
Thursdays, and, in an effort to 
help business men who have to 


plan ahead, is experimenting with 
a “30-day Outlook,” at a subscrip- 
tion price of $4.80 a year. 

The bureau’s blurb for the “30- 
day Outlook” will never be ques- 
tioned by the Better Business Bur- 
eau or the Federal Trade Commis- 
sion. A bold-faced cautionary note 
says the “Outlook” is available in 
response to pressure from mem- 
bers of agriculture and industry 
who argue that even “experimental 
forecasts are better than complete 
lack of official information.” 


ws Weather Bureau warns that the 
“30-day Outlook” is useless except 
to experts. It says candidly that it 
covers too much territory and too 
long a period to be useful to any- 
one who needs day to day predic- 
tions or localized data. 

Despite these limitations, the 
“Outlook” may be useful to busi- 
nesses with wide national interests, 
where error in predictions for one 
part of the country will be offset 
by successes elsewhere. “The net 
result,” Weather Bureau says, 


“should be better than reliance 
solely on climatological normals.” 

The bureau originated in 1870 
as a storm warning service to re- 


‘duce hazards of navigation on the 


Great Lakes. The daily shipper’s 
service is still one of its important 
responsibilities. Moreover, more 
than $3,506,000 of its $23,000,000 
budget goes for special weather 
advice to aviation. 


a Its 17 district offices and 400 
local offices are linked by a round- 
the-clock teletype network. Up-to- 
the-minute reports are always 
available from local Weather Bur- 
eau offices. Bulletins are provided 
for newspapers, telephone dial 
systems and radio stations. In 
about 160 communities, Weather 
Bureau employes broadcast di- 
rectly from their desks over micro- 
phones installed by local radio sta- 
tions. 

The private consulting meteor- 
ologist is a relatively new profes- 
sion developing with the blessing 
of the Weather Bureau. The pat- 
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tern was set during the war when 
Weather Bureau was obliged to 
serve as consultant and adviser to 
war industries. 

Because of its wide obligations 
to all segments of the economy, 
Weather Bureau found it was un- 
able to provide the detailed under- 
standing of each plant’s problem 
which may be required by ship- 
pers, utilities and marketing inter- 
ests with substantial investments 
and payrolls at stake. 


s Accredited “private weather- 
men” are licensed to tie in to the 
Weather Bureau’s national tele- 
type network. In interpreting the 
data, they think in terms of facts 
which may be of importance to 
particular clients. 

Consulting meteorologists fre- 
quently specialize. One operator 
concentrates largely on meat pack- 
ing interests whose buying plans 
are determined by past and anti- 
cipated weather conditions. An- 
other serves natural gas interests, 
which need weather advice in 
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What do they really want ? 


Walter Reuther sounds off again... Last year’s 
cost-of-living pay scale is out. United Automobile 
Workers must have an increase...manufacturers 
can pay out of profits, without raising car prices! 

You read the newspapers, and wonder what goes 
on in the minds of automobile workers. Do they 
really believe a pay raise doesn’t raise car prices? 

A couple of months ago, a Nation’s Business 
editor went to Detroit to find out... 


He spent a whole week with a UAW man, his 
family and friends, to get a line on their thinking. 


Federal aid to education, or favors from anybody... 
Understands the manufacturers’ problems, and 
tells why current car production is low. 

Yet Zutelli is a good union man, believes the 
UAW protects him from impersonal management 
methods in the automobile plants...He says most 
strikes are started by small grievances, not settled 
soon enough! And gives enlightening instances! 


The manufacturers threaten to leave Detroit. 
Zutelli says ‘‘ Wherever they go, they won’t get away 


Mario Zutelli, a third generation American, 


Rockford, Ill., high school graduate in 1920, has 
worked twenty-six years in Detroit...engine oiler, 
truck driver, four years with Ford when wages 
were high but the job hard...earned as little as $4 
some weeks, as much as $4,200 last year (his best) 
... lived on a vegetable diet during most of two 
depression years...and managed to buy his home, 
put two daughters and a son through high school... 

Now forty-seven, what Mario Zutelli thinks 
will surprise you—and maybe Walter Reuther! 
He wants lower car prices, steady work instead of 
higher wages... Isn’t sure job seniority is right... 
Not interested in pensions, socialized medicine, 


—— —— 


from people!” ... which is worth pasting in the 
hat of every straw boss and Board Chairman! 


To unperstanp better what makes industrial 
strife, strong unions, people tick. .. read “Loyalty 
Is A Two-Way Street” by Norman Kuhne, in 
Nation’s Business for September . . . If your office 
doesn’t have a copy, borrow one from a friend. Or 
go to the library. Or send in your subscription, 
$15 for three years. Or get the September issue, 
price 50c, at any office of Nation’s Business. . . 
But read the article! 


ett till ten tases, 


Lopces Losinc... Most secret societies 


—— 


TV Rereress ... Armchair boxing fans 


are on wane, but Masons, Eagles, Elks, 
and Moose thrive on social service... 
Look for “It Takes Three to Makea Lodge,” 
by Milton Lehman. 


BapMINTON or Brince...Swim trunks, 
spurs, or golf togs for the older business 
man depend on coo hypertension, and 
health. See “But Play for Fun,” by Greer 
Williams and Hal Burton. 


~~ _ = 


can score fights with the N. Y. official 
point and round system...“‘How to Judge 
a Boxing Bout,”’ by Edward P. F. Eagan. 


Littte Firm Pensions ... Even the 
company with few employees can have 
pension plans... Read mall Business 
Can Pay Pensiona,” by Lawrence Galton. 

And ‘a dozen other significant and 
timely articles for the business man. 
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scheduling the operation of inter- 
state pipelines. A third serves a 
cotton exchange, and a fourth 
specializes in communities which 
have snow clearance problems. 

The consulting meteorologist 
may examine the forecasts for 
snow, sunshine, wind or other 
special elements important to his 
client. He may attempt to predict 
the impact of a forecast on his 
client’s business. For example, a 
soft drink bottler might receive 
operational forecasts in terms of 
sales percentages above or below 
normal. 

Consulting meteorologists also 
provide non-forecasting services. 
These include studies of plant 
sites, smoke or air _ pollution, 
weather information for use in 
installing heating and air con- 
ditioning machinery, estimates of 
wind stresses and similar research 
data. They have their own pro- 
fessional association, the American 


Lip-Stae Doubles 
Advertising Schedule 

Lip-Stae Co., New York, manu- 
facturer of lipsticks, has doubled 
its advertising. Currently being 
used are: Parade in 26 cities; Pic- 
torial Review in 10 cities, and the 
New York Times Magazine. Half 
columns vill continue to be used 
for the remainder of the year. 
Half-column ads also are sched- 
uled for the remainder of the year 
in Cosmopolitan, Good Housekeep- 
ing, True Confessions and This 
Week Magazine in 24 cities. 

Additional advertising is being 
planned both for holiday offerings 
and early 1950, and new schedules 
are expected to be approved with- 
in the next few weeks. Abbott 
Kimball Co. is the agency. 


Launches Cereal Campaign 
Newport Cereal Co., London, 
Ont., has launched a_ ten-week 
campaign for Newport cereals. On 
a weekly schedule, the campaign is 
appearing in two Montreal dailies, 
English and French, and in 
one French weekend paper. Vick- 


BAT A 


FALL DRIVE—Supplementing National Dairy Association’s national magazine cam- 
paign, which starts with full-color ads in October, will be widespread use of express 
truck posters such as this, promoting butter, cheese and milk. 


Dairy Association's 
1949-50 Ad Campaign 
to Open in October 


Cuicaco—American Dairy Asso- 
ciation in October will launch its 
1948-50 campaign to promote 
cheese, butter and milk, with full- 


‘You just know she 


uses Butter 


YAS S$ 058.1 A Tees 


Railway Express truck posters. 

The total advertising, merchan- 
dising, education and publicity 
budget will reach the $1,000,000 
mark in the association’s continu- 
ing effort to stimulate demand for 
dairy products. 

Backbone of the drive will be 
the schedule of four-color ads in 
The American Weekly, Better 


Meteorological Society, 5 Joy St.,/ers & Benson, Toronto, is the|C0lor pages in magazines, tie-in| Homes & Gardens, Ladies’ Home 
Boston. agency. appeals with food advertisers, and | Journal, Look, McCall’s, The Sat- 
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To understand better...sums up why Nation’s 
Business is published...why it has more interest 
for business men than other business magazines—- 
and 657,306 subscribers net paid (ABC 6/30/49). 

Innumerable publications offer business news, 
information, instruction, advice . . . but Nation’s 
Business supplies background and interpretation, 
calls attention to cause and significance, helps the 
man in business appreciate and anticipate those 
conditions that can affect his business, judgment, 
and himself. Every issue has something which can 
save a future headache for the business man. 


Its reader interest has given Nation’s Busines. 
almost twice the circulation of any other magazine 
in the business field... made it an extraordinary 
medium for advertising addressed to business. 


Nation’s Business gives the advertiser access 
to thousands of companies not reached by other 
general business publications, a quality audience 
in small firms as well as large...Some 91% of its 
readers influence the purchase of office appliances, 
equipment, other materials in their firms ... NB 
subscribers’ companies have more than 1,600,000 
trucks, 2,100,000 cars. Reader incomes exceed 
$10,000 for 26%, and $5,000 for 64%. (National 
Analysts study, 1949). 


Tue Bic circulation lowers advertising cost, too 
... gives Nation’s Business the lowest cost in the 
business publication field, close to prevailing rates 
of general media... Ask any office of Nation’s 


Business for data and details. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


ii 


urday Evening Post and This Week 
Magazine. 


s First push, in October, will be 
the industry’s Cheese Festival, in- 
volving about $500,000 in adver- 
tising and promotion on the part 
of ADA, the Super Market Insti- 
tute, chain and independent food 
stores, plus the merchandising as- 
sistance of Look, and tie-ins with 
related food organizations. 
November will see the ADA’s 4 
butter campaign, which features 
the golden color and “cream good- 
ness” of butter, and the holiday 
season will be used for an evap-. 
orated milk promotion. The “sur- 
prise pie of the year” will be fea- 
tured by ADA and Pillsbury Mills, 
Libby, McNeill & Libby, and Gen- 
eral Foods sales division (for Bak- 
er’s chocolate) in radio, newspaper 
and magazine advertising. , 
The promotion material on the 
express truck posters will contain 
a series of facts which visually ex- 
press such headlines as “I’m crazy 
about cheese”’—‘“You just know 
she uses butter,” etc. 


s The ADA this year also has ex- 
panded its educational activities, 
with funds earmarked for projects 
of the National Dairy Council, 
Evaporated Milk Association, Milk 
Industry Foundation and Interna- 
tional Association of Ice Cream 
Manufacturers. 

Results of previous research may 
be introduced during the coming 
year. In particular, ADA is testing 
an automatic vending machine for 
milk which was developed at Utah 
State Agricultural College, and a 
new midget-size cheese cutter to 
step up prepackaged cheese sales 
in the thousands of stores which 
are smaller than supermarkets. 

Additional projects, upon which 
publicity and possibly future ad- 
vertising campaigns may be based, 
include a long-term nutrition pro- 
ject at Michigan State College. Re- 
sults indicate milk gives a lift 
to people in their older years, pro- 
viding needed calcium. Another } 
project at the University of Min- ; 
nesota is said to have disproved 
the concept that milk contributes — 
to hardening of the arteries. | 


Names Clark & Rickerd 

AP Parts Corp., Toledo, has 
named Clark & Rickerd, Detroit 
and Toledo, to handle its adver- 
tising. A national campaign is 
planned to promote the company’s 
line of mufflers and Miracle 


Power, a lubricant. . 


MYSTIK 


You can get the best advertising 
| space free when you print your ad 

on Mystik—the famous patented 

printing material with the self- 
| adhesive back. Mystik is easy to 

put up... right on the store door 
| or any choice spot. Peels off easily. 
| Mystik can be printed or litho- 
| graphed in colors, die-cut to all 
shapes and sizes. Your salesmen 


get Mystik ads up easily! 
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Schedules Art Exhibition 


The Art Directors Club of Phil- 
adelphia will hold its 15th annual 
exhibition of advertising art at the 
Philadelphia Public Library, Oct. 
17-Nov. 21. Under the chairman- 
ship of John Maxwell, Hutchins 
Advertising Co., it will cover illus- 
tration and design in both the ad- 
vertising and editorial fields. 


Appoints Segar Agency 

Lumber Manufacturers Inc., 
Portland, Ore., has named Roscoe 
W. Segar Advertising, Portland, to 
handle its advertising. Trade pub- 
lications will be used. 


Remember 


WM. F. RUPERT 

Compiler of NATIONAL 
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90 Fifth Ave., New York 11 
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Plymouth ‘Holiday’ 
Ad Will Be Split, 
Run in ‘Geographic’ 

PHILADELPHIA—Guided by the 
reading habits of one magazine, 
production experts at N. W. Ayer 
& Son have literally converted a 
series of full-page Plymouth ads 
in Holiday into spreads in National 
Geographic Magazine. The conver- 
sion will begin in October. 

The Plymouth ads will appear 
vertically on one page in Holiday, 
and then will be turned around 
into a horizontal position across 
two pages in the other magazine. 

The horizontal position probably 
won’t startle National Geographic 
readers because they are accus- 
tomed to turning their magazine 
sideways many times in each issue 
to look at editorial illustrations. 

Reason for utilizing this tech- 


nique is to avoid loss of the ef- 
fectiveness if the ad were reduced 
to fit National Geographic’s smaller 
page size. The top half of the first 
ad features Plymouth’s new station 
wagon, and the bottom half shows 
the new convertible club coupe. 

The plates used by Holiday will 
be cut in the middle and the type 
will be reset to permit printing 
horizontally. 


Changes to Morning Paper 


The Daily Reporter, Lamesa, 
Tex., has changed from an after- 
noon to a morning publication. The 
paper, established Aug. 29, 1948, 
will be published each morning 
except Monday. 


Pharmaco Names Brown 

Alan Brown, formerly sales pro- 
motion manager of Bowey’s Inc., 
has been named assistant adver- 
tising manager of Pharmaco Inc., 
Newark, maker of Feen-a-Mint 
and Chooz. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—With the excep- 
tions of New York State, Ohio and 
western Pennsylvania, depart- 
ment store business for the week 
of Aug. 20 was better, as compared 
to last year, than it has been since 
July 4. 

The sales index for the week 
was only 7% below that for the 
same week last year and, although 
all the districts reported losses 
this year compared to 1948, the 
losses were less than they have 
been since early summer. 

Six cities recorded gains in dul- 
lar volume over sales of the cor- 
responding week of 1948. New Or- 
leans was 9% up from last year, 
Memphis was up 6%, Oakland 


ational Highway Displays 


are selling ALL KINDS of PRODUCTS 
ALL OVER AMERICA day and night 


ae 


with the Added Impact of S 


It takes a mighty flexible— mighty economical — 
and mighty powerful advertising medium to sell 
bread, beer, bicycles or automobiles with equal 


effectiveness. 


And that's exactly what National Advertising Co. 


has to offer! 


National's highway displays—more than 90,000 
of them—have proved, over and over again, that 
they can sell merchandise at very low cost just 
exactly where you want it sold. 


There are two basic reasons for this: First, high- 
way displays reach prospects directly and often. 


*Reg. Trodemork of Minnesota 
Miaing & Mfg. Co., St. Poul, Minn. 


sectionally.. 


‘est & & 


cotchlite: 


REFLECTIVE SHEETING 


Second, National Advertising Co. offers the only 
truly flexible highway display service—with in- 
stallation and maintenance crews available all 
over the nation, or right around your own town. 


Add to this National's long 


experience with 


Scotchlite, the reflective sheeting that adds life 
to your selling day or night, and you have an 


unbeatable combination. 


If you want specific “success stories’’—or want 
to see exactly what a display can do for as little 
as 18c a day—write, wire or ‘phone National 
Advertising Co., Waukesha, Wisconsin. 


WAUKESHA, WISCONSIN 


ional Advertising Co. 


NAMES THAT GO NATIONAL—Alemite © American Broadcasting Company @ Avuto-lite @ Buick ©@ Burd Piston Rings ¢ Chevrolet @ Chrysler 


Cooper Tire © Dayton Tires © Devoe & Raynolds 
Glidden Paints ¢ Hudson @ International Shoe Company @ Kaiser-Frazer @ Lincoln-Mercury @ Miller Brewing ¢ Mohawk Tires © Nash ¢ 


Paint © Dodge-Plymouth ¢ Du Pont ¢ Evinrude Motors ¢ Fisk Tires @ Ford © Fox Head Brewery 


Oldsmobile 


PernzWi © Pepsi-Cola @ Philco © Pontiac © Pyrofax ¢ Quality Bakers of America ¢@ Seiberling Tires © Society Brand Clothes ¢ Studebaker 
U. S. Tires © Willys-Overland, and other sectional and local advertisers, 
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1935-39 EQUALS 100 


Week to Aug. 20, '49*p252 
Week to Aug. 13, '49*..217 
Week to Aug. 21, '48*.271 
Week to Aug. 14, '48*.258 
} Month of July, 49*...p218 

Month of July, °48*....243 


pPreliminary. 
*Not adjusted seasonally. 


and Minneapolis up 2%, and San 
Francisco and Washington up 1%. 

While one fairly good week 
naturally does not establish a 
trend, the report is significant in 
that it does reverse a trend. 

For the past several. months 
each week’s sales have been lag- 
ging farther and farther behind 
those of last year until they were 
off 15% for the week ended Aug. 
13. The 7% loss on the latest re- 
port therefore represents a dis- 
tinct improvement, especially 
since prices on many items car- 
ried by department .stores are 
down from last year. 

% Change from 1948 


Week Ending 


Federal Reserve Aug. Aug. Aug. 
6 18 20 


District and City 


UNITED STATES ....... —12 r—-15 —7 
Boston District ............-7 —20o —4 
New Haven os —15 —3 
a —26 —2 
Springfield ..... —22 —12 
Providence —20 —10 
New York District ........ —i14 r—20 —10 
Newark .......:0.0. —16 —35 —9 
Buffalo see tl —2O —6 
 _ _ aa —15 r—19 —11 
REET | sinciinensttitentvie —16 —26 —12 
Syracuse ..... aw —14 —21 —7 
Philadelphia District . —1!4 r-—-I18 —8 
Philadelphia ................. —16 r—21 —9 
Cleveland District ......... —15 —22 —4 
[ee —18 —14 
Cincinnati ...... —21 —14 
Cleveland .. —21 —10 
Columbus .. —14 —16 
Toledo .......... —26 —9 
Pittsburgh —24 —16 
Richmond District ........ —l4 r—-16 —3 
Washington .............. —i4 —15 1 
Baltimore ................... —l1 —20 —7 
Atlanta District ............ —&§ —M4 —) 
Birminghanm .............. —12 -—20 —16 
gE 9 6 0 
Atlanta onnccccccccccccccccccceeee 12 —17 —13 
New Orleans ....... —3 —9 9 
Nashville .............. —-12 —19 —14 
Chicago District .......... . —tl —17 —i 
CRICRBO cneeecerecccrsreeree —10 —16 —4 
Indianapolis ................ —15 —18 —9 
Detroit tel, —12 —19 —12 
Milwaukee .................. —l1 —21 —10 
St. Louis District ...... _—Re —1 — 
6” aa —8 —14 —I17 
CO aa —19 —ll —3 
ft —11 —10 —9 
i —14 —13 f 
Minneapolis District ..§ —10 —I7 **—% 
Minneapolis ................. —5 —13 2 
ye —8 —24 
Duluth-Superior ........ —7 —2%4 —-—9 
Kansas City District... —16 —I16 —* 
Denver —19 —12 
Wichita —17 —- 
Kansas City —16 —f 
St. Joseph ‘ —20 —10 
Oklahoma City .......... —13 —13 —8 
. —_- Sr —19 —15 
Dallas District — -' 
| a 2 —13 
Fort Worth rl —10 
I i iacitticiseacines —13 3 
San Antonio ................ —10 —6 - 
San Francisco District —i2 r—7 —' 
Los Angeles Area ... —18 —10 
0 CS —4 
San Francisco ............ —1 —8 
eS —14 —5 —)3 
- Salt Lake City ............ —18 —15 
SES SERS —15 —2 -) 
r—Revised. 


*Data not available. 

**Figure based on reduced sample owi! 4 
to work stoppages in certain stores 
the Minneapolis district. 


Schreiber Forms Agency 


Mark Schreiber, who resigne1 
recently as vice-president an 
member of the board of Ball «* 
Davidson, Denver, taking his a:- 
counts with him, has formed h s 
own agency, Mark Schreiber A: - 
vertising. His offices are locat« 1 
in the United States National Bar « 
Bldg. 


WCPS Appoints Snowden 


Tommy Snowden, formerly ma! - 
ager of Station WEED, Rocky 
Mount, N. C., has been appointe / 
manager of WCPS, Tarboro, N. ¢ . 
succeeding Jack Hanner, who r¢ - 
| signed. Porter McNair has bee: 
|/named commercial manager ‘' 
| WCPS and Eckles Wall assista! 
| manager. 
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Diary Keepers 
Aid Latest TV 
Program Ranker 


New American Research 
Bureau Reports on TV 
Viewing in Three Cities 


WASHINGTON—“Toast of the 
Town” topped television listening 
lists in Washington, Baltimore and 
Philadelphia in mid-August, ac- 
cording to the American Research 
Bureau, latest arrival in the audi- 
ence measurement field. 

The bureau reported Olson and 
Johnson in second place in Balti- 
more and Philadelphia. It placed 
“Summer Playhouse” second in 
Washington, with Olson and John- 
son third. 

American Research Bureau uses 
a “viewer’s diary” technique de- 
veloped by National Broadcasting 
Co. here during the past two 
years. James W. Seiler, the bu- 
reau’s founder, said it will expand 
into three or five additional mar- 
kets this fall, and will eventually 
operate a national service. 

Mr. Seiler, who directed re- 
search for NBC’s Washington di- 
vision during the development of 
the diary technique, reported that 
all four Washington TV stations 
are subscribing to the new service. 

Preparations are already under 
way for reports on New York TV 
listening beginning in October, Mr. 
Seiler said. The TV studies are on 
a quarterly basis. 


a The TV studies in Washington, 
Baltimore and Philadelphia are 
based on “diaries’’ maintained by 
a cross-section of 450 homes in 
each city, selected on an area sam- 
ple basis. According to Mr. Seiler, 
the diary-sample technique pro- 
vides an estimate of the actual 


number of listeners, which can be | 


broken down for special char-| 


acteristics, such as age, sex and 
“tune in” and “tune out” impact 
of programs. 
Top shows for Aug. 8-15: 
WASHINGTON 


Toast of ‘the Town 

Summer Playhouse 
Olson and Johnson 
Stop the Music 

Break the Bank 
NN IIIT cin, uecenassessenesnsaaneerninncsesti 
Blind Date 
WII © vin ccinniadititamemenentennninnianl 
Crusade in Europe . 
I Bia iaiicississcnanancensetestpensccosceseqntie’ 22.2 


pS 22.2 
BALTIMORE 
yO RE a 48.7 
SE III ss cindiniesnenesebigimnennmpnciionnietl 43.6 
SNEED vnccnicsccescossuesnreccsexcatiitbeeteeaneeanesed 35.5 
Wrestling-WMAR-Tue. .0..........00..0cceceees 35.5 
Be in ccnsnnan-sonsnnssooscssiniaenitl 33.8 
SL LE SS 
 inciscisitseninnniiiencininae 
Ee 29.6 
Pre 28.6 
Cavaleade Of Stare ........:00<c.:scssesseess sassenencete 
PHILADELPHIA 
yp ES here 45.1 
EE ST 37.6 
ES SR 33.7 
i ilies crcnniceminamaiinial 31.2 
RR A 30.1 
Summer Playhouse ..............:.:csessesseseseesee 29.8 


Baseball (WFIL), Tues. ............c.:ceccsccreeseeen 29.4 


EE 29.2 
Band at Sunset Beach .................cccccccseeees 29.2 
Miss Philadelphia Contest 20.0.0... 28.9 


a During the hot spell, juvenile 
[V attractions maintained high- 
evel viewing, while most adult 
‘are took sharp dives, the bureau 
reported. 

The report broke down Phila- 
delphia listening to show percent- 
ages of men, women and children 
in the audience. 


, M w Cc 
Toast of the Town ........ 39 38 23 
Olson and Johnson ...... 40 33 27 
Stop the Music .............. 38 39 23 
Amateur Hour ............... 39 36 25 
Children’s Hour ............ 24 29 47 
Summer Playhouse ... 39 42 19 
a 58 30 12 
Frontier Playhouse ...... 27 26 47 
Band, Sunset Beach .... 40 43 17 
Miss Philadelphia ........ 38 40 22 


During the past year, the “diary” 


rig 
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technique was applied to TV au- 
dience measurement here under a 
cooperative arrangement worked 
out by NBC and the four video 
stations operating in Washington. 


Becomes Waldie & Briggs 


Behel & Waldie & Briggs, Chi- 
cago agency, has changed its name 
to Waldie & Briggs. Vernon W. 
Behel, who started the agency, re- 
tired in 1945. Benjamin D. Waldie 
is president and George L. Briggs 
is vice-president and treasurer. 
The agency will continue with no 
change in company policies, per- 
sonnel or activities. 


Armour Appoints Freitag 

B. B. Freitag has been appointed 
sales manager of private brands, 
household soap division, Armour 
& Co., Chicago. 


TV Representative Expands 

Harrington, Righter & Parsons, 
TV station representative, has in- | 
creased its staff and opened a 
branch office in Chicago. John F. 
Dickinson, formerly eastern sales 
representative of Paramount Tele- 
vision Productions, has been 
named an account executive. Car- 
roll R. Layman, previously with 
ABC, has been appointed Chicago 
sales representative. 


Borden Moves Durite Unit 

The sales offices for Borden 
Co.’s Durite products have been 
moved from Philadelphia to the 
main offices of the company’s 
chemical division at 350 Madison 
Ave., New York. Durite products 
include molding compounds, 
abrasive and frictional bonding 
resin, molding resin, cements and 


FORT WAYNE -- 
“America’s Happiest Town” 


... ‘Fort Wayne is the Happiest city in the United 
States .. . the town is full of know-how people . . . un- 
skilled labor is practically non-existent . . . wages are 
a little bit higher''—-LOOK Magazine, Aug. 30, 1949. 


Home Coverage: 99% of City Zone plus 43% 
of Retail Trading Area 


The News-Sentinel 


Fort Wayne, Indiana 
ALLEN-KLAPP CO... . NEW YORK .. . CHICAG® . . . DETROIT 


cement resins. 


BRAINWORK 


University of Pittsburgh 


of new construction soon. 


AND A BILLION DOLLARS TO BOOST PITTSBURGH 


starts 20 million dollars worth 
Over 134% million dollars more - 


go into Pitt’s School of Public Health. Carnegie Tech 
is starting a six million dollar Graduate School of Indus- 


trial Management . 
expansion . 


ee mere 


University of Pittsburgh will put 20 million dollars into five 
new college buildings and three medical center buildings. 


. a four million dollar general 
. its own atom smasher at Saxonburg. 
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Pittsburgh’s civic projects include a million dollar Play- 
house, a million dollar Civic Light Opera amphitheater, 
a 10,000-seat Catholic Fieldhouse, a huge sports arena. 
And a vital part of Pittsburgh’s building program is 
fabulous business pouring far more than a billion dollars 
into new plants and industrial expansion. 


Daily and Sunday, The Pittsburgh Press gets business. 


Have you heard about the color page in The Press 
Sunday Roto section that sold almost $40,000 worth of 
facial and toilet tissues? Or the special Roto section 
that sold $75,000 worth of office equipment in 15 days? 
Because Press Roto gets business like that for adver- 
tisers, only one gravure section in the nation carries 


more ad linage. 


For more data on Press Roto. . 


. or black and white 


. .. in daily or Sunday editions of The Pittsburgh Press, 
call your Press Representative. Find out why ad volume 


Represented by the General 
Advertising Department, 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, Cin- 
cinnati, Detroit, Fort Worth, 
Philadelphia, San Francisco. 


pitts® 


Na/ 


1.2 5 — 
es 
a ’ a 
=v 3 iP 
e977 - 
Baia: 
Ve a 
z 
a 


in The Press this year is far ahead of last: year’s record- 
smashing linage. Every Scripps-Howard Representative 


is a Press Representative. 


TOTAL ADVERTISING LINES 


published in first 6 months 


1948 1949 Change 
PRESS (e) 8,669,691 9,378,390 +708,699 
PRESS (S) 4,062,841 4,099,531 + 36,690 
Post-Gazette (m) 4,863,591 4,712,345 —151,246 
Post-Gazette (S) — 1,156,228 — 
Sun-Telegraph (e) 5,836,018 6,308,298 +472,280 
Sun-Telegraph (S) 3,569,023 3,391,587 —177,436 


Sunday figures include all supplements Source: Media Records, Inc. 


oe The Pittsburgh Press 


-In Classified Advertising —In Retail Advertising — 


In City Circulation 
In Total Advertising 


in General Advertising 
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WOR-TV to be on Regular 
Schedule by October 


WOR-TV, New York, expects to 
begin its regular schedule in Oc- 
tober in time to carry the World 
Series, radio-video rights to which 
are controlled by the Mutual 
Broadcasting System. The station 
will telecast the eight games re- 
maining in the Dodger home 
schedule (sponsored by F & M 
Schaefer Brewing Co.) as a part 
of its “equipment test telecasting.” 

Actual pickups will continue to 
be made by WCBS-TV, which car- 
ries the games except on evenings, 
when they are picked up by 
WATV, Newark. WCBS-TV has 
been making feeds to Newark and 
will now make them to WOR-TV 
as well. 


Townsend Names Chilcoat 


H. E. Chilcoat, formerly vice- 
president in charge of sales of 
Pressed Steel Car Co., Pittsburgh, 
has been named manager of the 


newly created railroad sales de- 
partment of Townsend Co., New 


Brighton, Pa., manufacturer of 
rivets, bolts, nails and special 
fasteners. 

WLW Appoints Paul 


Howard M. Paul has resigned 
as radio-television director of W. 
D. Lyon Co., Cedar Rapids, effec- 
tive Sept. 7, to become radio-tele- 
vision script writer of Station 
WLW, Cincinnati. 


Walsh Appoints King 


Charles E. King, formerly ad- 
vertising manager of Thomas J. 
Lipton Ltd., Toronto, has joined 
the executive department in the 
Toronto office of Walsh Advertis- 
ing Co. . 


Keegan and Coffey to WBEC 


J. Russell Keegan and William 
S. Coffey have joined the sales 
re of Station WBEC, Pittsfield, 

ass. 
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and cosmetic advertising : 


BEAUTY 


Also publishers of DRUG AND COSMETIC INDUSTRY. 
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Schick Search Proves 
‘Agency Man X’ Wrong 


Former Agency Man Who 
Helped Schick Pick BBDO 
Has Faith Reaffirmed 


New YorK—“Agency Man X,” 
(revealed last week as Walter 
Weir) whose experiences in help- 
ing a client pick other agencies 
for portions of the account have 
been chronicled in ADVERTISING AGE 
at considerable length, has a sort 
of counterpart in Chester Foust, 
now a rancher and new car dealer 
in Carrizozo, N. M., but for many 
years an important advertising 
agency executive in Chicago and 
New York. 

But Mr. Foust hasn’t been disil- 
lusioned by his experience. On the 
contrary, he says: 

“On the basis of my experience 
I see the practice of agency solici- 
tation in an entirely different 
light than ‘Agency Man X.’ I came 
back to New Mexico completely 
Satisfied that the agency business 
is full of smart, honest, ethical 
practitioners who are out in pur- 
suit of new accounts in clean, hard- 
hitting competition with each oth- 
er.” 


a Mr. Foust’s “other side of the 
desk” experience was gleaned in 
connection with the transfer of the 
Schick Inc. account from Kudner 
Agency to the New York office 


than any 
SPORTS 


AGE and Trade Directories. 


MAGAZINE! 


Publishers of GEYER'S TOPICS, OFFICE MANAGEMENT 
AND EQUIPMENT, THE GIFT AND ART BUYER, SPORTS 


SPORTS AGE 
has more PAID 


RETAILER 
SUBSCRIBERS 


other 
TRADE 


Compare Dec. 31, 1948 A.B.C. 
Publishers Statements of 


Sporting Goods Trade Magazines 


SPORTS AGE has 46% exclusive retailer 
subscribers. More than 3,000 SPORTS AGE 
retailers subscribe to no other sports trade 
magazine. (Ask for copy of 1949 Subscriber 


Survey.) 


SPORTS AGE coverage costs, per paid re- 
tailer subscriber, are lower than any other 
A.B.C. audited sports trade magazine. (Com- 
pare rates and retailer circulation.) 


The Trend Is to Sports Age 


Spatadge 


THE BUSINESS ——— OF SPORTS EQUIPMENT 


A Geyer Publicatior 


260 Fifth Avenue 


gazine Publishers Since 1877 


° ion York 1, New York 


of Batten, Barton, Durstine & Os- 
born. The story, in detail, was 
told to a recent Schick national 
sales convention by Kenneth C. 
Gifford, Schick president. 

“Early this year,” he said, 
came to the conclusion that an 
agency change was indicated. We 
could see the approach of a buy- 
er’s market in the electric ap- 
pliance field and the imminent 
need for'a more 
intensive mer- 
chandising activ- 
ity to implement 
our space ad- 
vertising; we had 
to change some 
thinking habits 
in our organiza- 
tion. 

“Since our 
agency is an in- 
tegral part of our 
management cir- 
cle, and because we had deter- 
mined to make whatever changes 
might be required to install a 
completely revised viewpoint, we 
decided to take a good look at 
other New York agencies. 

“We knew that it would be easy 
to create a blizzard of agency soli- 
citations, and wanted to avoid a 
prolonged period of deliberation 
and examination, because I had 
been through these things in other 
businesses and knew how time- 
consuming they can be.” 


Kenneth Gifford 


s A solution to this latter dilemma 
occurred when Mr. Gifford took 
a trip to California with his 11- 
year-old daughter during the East- 
er vacation period, and stopped off 
in New Mexico to visit the ranch 
of his old friend from Chicago 
days, Chester Foust. 

“Together,” he says, “we had 
licked some tough problems, and 
I knew that our viewpoints coin- 
cided on what depth of merchan- 
dising service, and management 
counsel, as well as copy and art 
service, an agency can be expected 
to provide. 

“Mr. Foust got hold of an agen- 
cy register and from it we se- 
lected four New York agencies 
unencumbered by accounts that 
we regarded as competitive to 
ours. We drew up a letter to these 
agencies, inviting them to solicit 
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our account. A definite day wa 
appointed for each at my offic 
here. 

“Then I prevailed upon M): 
Foust to come East and sit in thes: 
meetings with me.” 


@ In the meantime, Gifford an: 
Foust drafted a “p.csentation” of 
the Schick situation, and the firs! 
meetings with the soliciting agen- 
cies took on the unusual aspect 


e| of the prospect doing all the talk - 


ing. It was Mr. Foust’s contention, 
completely accepted by Mr. Gif- 
ford, that, in order to make its 
most effective and intelligent pres- 
entation, any agency would need 
all the facts about the account it 
was soliciting. So, in this unusual 
series of meetings, each agency 
group got the whole story of 
Schick and of the electric shaver 
industry, plus an exhibit of every- 
thing Schick has done in adver- 
tising. It took three hours. 

“T literally talked myself into 
the hospital by aggravating an old 
throat trouble, and during the last 
agency interviews I was com- 
municating by sign language and 
note pad,”’ Mr. Gifford says. 


a A full day was assigned for 
each of the introductory meet- 
ings, and at the finish each agency 
was handed a lengthy memoran- 
dum detailing the information 
Schick wanted about it, at a sec- 
ond meeting to be held a week 
or 10 days later in the agency’s 
offices. 

In this memorandum, Schick 
asked for complete business biog- 
raphies of the individuals who 
would have principal responsibil- 
ity for the account. It asked the 
privilege of interviewing these key 
men at the second meeting; it 
asked specific and pointed ques- 
tions on personal attitudes toward 
and experience with electric shav- 
ers; and it asked for evidence of 
merchandising service rendered to 
present and past accounts in which 
the basic problems were at al! 
similar to those of Schick. 


a “In this way,” says Mr. Gif- 
ford, “we avoided all necessity for 
either side talking generalities of 
agency service or routine. From 
the beginning we were satisfied 
that any one of the agencies we 
were examining could do a good 
job for us. They were all big, suc- 
cessful and capable. As Mr. Foust 
put it, our task was to see which 
one, if any, possessed peculiar or 
distinctive assets of talent, ex- 


QUALITY REPRODUCTION IN... 


COLOR 
PROCESS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lea/- 
ing advertising agencies, that have appeared in nation 3! 
publications. You are always assured of faithful repr >- 
duction by highly skilled craftsmen whenever you vu ¢ 
FAITHORN. This is aon important part of FAITHORN Cor- 
plete 3-in-] Service—Ad setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order— 
definite saving of your TIME, TROUBLE and MONEY. 
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rience, or facilities combined 
vith a determined attitude to do 

superlative job for our shaver. 

“In addition to the four big 
gencies mentioned, we included 

fifth as a ‘late starter,’ a some- 
‘hat newer organization to see 
vhat variation there might be 
‘rom the pattern of the ‘old tim- 
ers’ solicitations. 

“So, in three weeks, we had the 
privilege of getting a most thor- 
ough picture of what was avail- 
able to us and our final selection 
of BBDO was made with com- 
plete confidence that we were 
going into good, capable hands. 
The experience left me with in- 
creased respect for the quick per- 
ception of agency people, and for 
their ability to come up swiftly 
and accurately with sound, basic 
marketing, merchandising and ad- 
vertising suggestions when they 
are given proper information upon 
which to base their thinking.” 


s And, as indicated, former agen- 
cy man Chester Foust came out 
of the experience with a renewed 
faith in agencies and a higher 
appreciation of their astuteness 
and professional conduct. 

“Any agency man privileged to 
sit on the other side of the desk 
in such meetings would surely 
profit by the experience,” he told 
ADVERTISING AGE. “To me it was 
most gratifying that not in a single 
instance was there a violation of 
good sportsmanship or agency eth- 
ics by any contender. 

“Mr. Gifford’s briefing of each 
of the five agencies with all facts 
and figures pertinent to the Schick 
account undoubtedly saved time 
for both sides. Of the five agen- 
cies interviewed, three utilized the 
period between the first and sec- 
ond meetings to make sample re- 
search sallies into the consumer 
and trade fields which were skill- 
ful, informative, and demonstrated 


As a user of Words 
You will be inspired 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishing 
Company —is none other than James H. 
McGraw. 


The size of this book is 6% x 9% — 
It is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$ 19° 


A \vertising Publications, Inc. 
10) E. Ohio St. Chicago 11, Ill. 


fl! LIN AND MAIL THIS COUPON 
TODAY 


A: vertising Publications, Inc. 
Di.. 922 
10 E. Ohio St., Chicago 11, Ill. 


© otlemen: 
P'-ase send me....copies of “Teacher 
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excellent thinking on the Schick 
problems. 


a “Of the four big agencies in- 
terviewed, only one had carried 
Schick on its list of likely pros- 
pects over a long period of years 
and made it a point to keep ‘close’ 
by frequent contacts, personally 
or by mail. For some strange rea- 
son this ‘most eager’ agency wound 
up at the bottom of the list by 
displaying a polite indifference, or 
perhaps it was just the ‘hard to 
get’ technique over-emphasized, in 
its second meeting. 

“The new business presenta- 
tions that have been organized by 
the leading agencies are elaborate, 
eloquent and obviously expensive. 
Every one we examined compelled 
respect for its sponsor. I am 100% 
satisfied that any one of the ‘big 
four’ could have done the job, but 
when we dug into the matter of 
personnel, and personne! experi- 


ence for this particular account, 
BBDO gained the decision in a 
photo finish. 

“I certainly wish ‘Agency Man 
X’ could have been along. His 
dim view of agency new business 
practices could only have been 
vastly brightened. Anyway, my 
faith is solid.” 


WGBA Purchases WSAC 

WGBA, Columbus, Ga., has pur- 
chased WSAC, in the same city, 
and will take over the latter sta- 
tion’s 1,000-watt facilities coinci- 
dent with its affiliation with the 
American Broadcasting Co. 
WGBA’'s present frequency will be 
discontinued. 


WMIL Appoints Rice 
Conrad C. Rice has been named 
assistant general manager of 


WMIL, Milwaukee. For the past 
12 years he has been associated 
with WEMP and WFOX, Mil- 
waukee. 


DuMont Establishes 
Spot Sales Division 


DuMont Television Network has 
set up a spot sales department to 
handle all New York spot sales 
for its three owned and operated 
stations, WABD, New York; 
WDTV, Pittsburgh, and WTTG, 
Washington. 

Halsey V. Barrett and Martin P. 
Harrison of the network’s sales 
staff will head the department. 


Doyne Agency Names Two 


J. T. Dawson, art director, has 
been named vice-president in 
charge of production of Doyne Ad- 
vertising Agency, Nashville. Mar- 
vin C. Smith has joined the agency 
as account executive. 


Plans Sunday Edition 


The Sun, Lowell, Mass., a daily, 
will publish a Sunday edition, 
starting Sept. 25. Story, Brooks & 
Finley is the national represent- 
ative. 
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Make your sales manuals and 
presentations more effective! 


CLAREPORT* 


PRESENTATION 
COVERS 


Full clear 
acetate cover for 
emart visibility. 
Back cover stock 
of sturdy, attrer- 
tive Beau fri! 
Hiant in 8 colors 
Sheets are held 


size 


with simple, in- 
visible brass fast- 
. eners. Stock size 
holds up to 100 


sheets, size BY 
x11. (Other sizes to order). Only 18¢ 
each (for 1,000) 25¢ each (for 100). 
We can also imprint your name at 
small additignal cost. 


Write for free sample Dept. A-3 
Exclusive with 


THE BELFORD CO., 68 Greene St., N.Y. 12 


We also specialize in ali types of custom-made 
binders, portfolios and presentation covers, Tell us 
your problem — we'll help you solve it quickly and 
inexpensively. *Trademark Pat. Pending 


MONG OLD-FASHIONED ideas you still hear is 
the story that just one network reaches most Coast towns 
outside big cities. It’s as outdated as this iron horse would 
be in San Bernardino, the California rail center where 
61%* of the radio families are ABC fans. 


EHIND THE WHEEL of this convertible you'd be 


no more behind the times than those who believe only 
one network covers all Coast markets. ABC’s 22 stations 
deliver big audiences in scores of industrial centers like 
Santa Ana where 66%* of the radio homes tune us in. 


iy ea, 


ARGO CARRIERS like this are almost as hard to find 
in Coast farming communities as folks who don’t listen to 
ABC. In Chelan County, Washington, for instance, 84%* 
of the radio families listen regularly to the same big-time 
programs that capture big-city audiences, for ABC, too. 


AB 


On the coast 
you cant get away from 


Ab 


( 


FOR COVERAGE... ABC’s booming Pacific network 
delivers 228,000 watts of power—49,250 more than the 
second-place network. This power spells coverage — 
ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC's 


Coast Hooper for 1948 was up 9% or better both day 


and night. 


FOR COST...a half hour on ABC’s full 22-station Pacific 
network costs only $1,228.50. Yet you can buy as few 
as 5 stations for testing or concentration. And ABC 
is famous for the kind of audience-building promotion 


that helps slice the cost-per-listener. 


Whether you're on a coast network 
or intend to be—talk to ABC 


*BMB FIGURES 


PACIFIC NETWORK 


New Yor: 7 West 66th St. - TRafalgar 3-7000 —Dernrorr: 1700 Stroh Bldg. - CHerry 8321—Cuicaco: 20 N. Wacker Dr. 
DElaware 1900—Los ANGELES : 6363 Sunset Blvd. - HUdson 2-3141—San Francisco: 155 Montgomery St. + EXbrook 2-6544 
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Names Wennerholm 

Harry Wennerholm, formerly 
with Drake America Corp., New 
York, has been named sales direc- 
tor of the American Food Products 
Corp., New York, maker of Pref 
and Milko, powdered milks. and 


Maltina, chocolate malted milk 
powder. 
Koblin Appointed A. M. 


Murry Koblin, formerly with 
Ruben Advertising Agency, De- 
troit, has been appointed advertis- 
ing manager of Boyer’s Haunted 
Shacks, Michigan auto accessory 
chain. 


Vaseline Has TV Plans 

Chesebrough Mfg. Co., New 
York, maker of Vaseline products, 
will present portions of the Thurs- 
day night Roller Derby telecasts 
over ABC-TV this fall. McCann- 
Erickson has contracted for the 
time on 12 American stations 
starting next month. 


Petry Appoints Cornish 

William A. Cornish has been ap- 
pointed to the television sales staff 
in New York of Edward Petry & 
Co., station representative. He 
formerly was with the DuMont 
Television Network. 


Along the Media Path 


‘ae 


pay ond NIGHT MAT SERVICE — 


e Circulation of Los Angeles news- 
papers in Long Beach, Cal., “the 
county’s second great metropolis,” 
isn’t a moot question any longer, 
thanks to the Long Beach Press- 
Telegram, which has just issued 
a four-page brochure, “A Little 
Light on a Dark Subject,” giving 
the relative readership of all net 
paid dailies in Long Beach, and 
duplication figures. It’s based on 
a study by Publications Research 
Service. 


e The St. Louis Globe-Democrat, 
through D’Arcy Advertising Co., 
will continue indefinitely the man- 
hunt it. started in June, via 24- 
sheet posters, looking for the guy 
or gal “who doesn’t read the 
Globe.” Cartoonist Vic Vac draws 
the illustrations for the posters, as 
well as a daily comic strip used as 
a classified ad promotional tie-in. 


United Auto Service 
“ 830 North Blyd., Oak Park, Ill. 
One of the more than 100,000 


garages where Automotive Digest 
is bought and read each month. 


«DIGEST 
Sells for You for oda 5/108 pel Call 


Paid Circulation is Responsive Circulation. Automotive Digest has 


the largest paid circulation of any automotive publication. It's 


@ First in Reader Response 


@ First in Value 


@ First in Paid Circulation 
— Over 100,000 Paid 


Send for this FREE Book containing valuable mar- 
keting information on the Automotive After Market. 


DIGE 
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22 EAST 12th ST., CINCINNATI 
1501 BROADWAY, NEW YORK 
141 W. JACKSON BLVD., CHICAGO 
6432 CASS AVE., DETROIT 

639 S$. WILTON ST., LOS ANGELES 


Foner 


PE Consens, FIRST 


s 


@ The Rochester Times-Union and 
Democrat & Chronicle plan com- 
pletion in the spring of 1950 of a 
joint expansion project which will 
add 40,000 square feet to their 
present facilities. 


e After Leo Burnett Co. sched- 
uled a four-color r.o.p. ad for 
Pillsbury Mills in the San Fran- 
cisco Chronicle, the paper’s ad de- 
partment went after local retail- 


small one and two-column ads 
placed by individual stores, each 
carrying, in matching blue ink, an 
illustration of the Pillsbury cake 
mix package. 


e The Minneapolis Tribune has 
just reprinted, in tabloid style, the 
first group of a picture series fea- 
turing Minneapolis industries. 


e Esquire plans to publish a 
Christmas gift catalog listing mer- 
chandise advertised in its “Talk- 
ing Shop” pages from November 
through March, 1950. The five- 
month period avoids any penalty 
on advertisers who have a year- 
‘round gift business. The catalog 
will go to an estimated 15,000; ad- 
vertiser’s mentions, including a 
photograph of the item, descrip- 
tive copy and prices, will cost $25 
each. 


e Your New Baby, Parents’ In- 
stitute quarterly which will boost 
its guaranteed circulation from 
300,000 to 360,000 per quarter in 
1950, shows a 1949 linage gain of 
61%. The October issue, with the 
largest ad volume in the maga- 
zine’s history, will carry 100% 
more than the corresponding issue 
a year ago. 


e Marking its first promotion de- 
voted exclusively to men’s wear, 
Time Inc., has distributed bro- 
chures to about 140 men’s wear 
stores throughout the country 
which offer suggestions for win- 
dow displays based on the history 
of heraldry. The promotion, start- 
ing in September, will run concur- 
rently with a new line of $2.50 ties 
to be brought out by Cluett, Pea- 
body & Co. Patterns for the ties 
will be taken from the back- 
grounds of 16 different heraldry 
shields. 


e The New York News will pub- 
lish its first special section on 
home furnishings Sept. 25. Plans 
call for a 48-page section and a run 
of 2,000,000 copies. 


e The fifth birthday issue of Tri- 
angle Publications’ Seventeen car- 
ries more than 155 pages of adver- 
tising, compared with 44 pages in 
its first issue, September, 1944. 


e Five Iron Age executives have 
met with agency media men in 
Pittsburgh, Detroit, Cleveland and 
Chicago, and plan to visit other 
major cities, to explain a number 


ers with a tie-in plan. Results: 16, 


‘A lot of women who use Fels Noptha Soap would thunk 
we were indding, if they sow fru: announcement. 
And they would lough night in our feces 


We're content to make o loundry sop 10 good 
thot women jst umie — with please — when they see 
the resuity it grves them on woshdoy 


Fels-Naptha Soap 


NO ‘MIRACLE’—Fels & Co. takes o 
crack at some of the current soap copy 
in this half page Saturday Evening Post 
ad that says, “We don’t make any 
laughable announcements about adding 
‘miracle’ ingredients.” 


of basic changes and improvements 
in the publication’s format, typo- 
graphy, paper, art style, etc. The 
group includes George T. Hook, 
publisher; Tom C. Campbell, ed- 
itor; Oliver Johnson, research di- 
rector; Charles T. Post, circula- 
tion chief, and Jack R. Hight, pro- 
motion manager. 


e Sunset Magazine has just com- 
pleted a ten-day “traveling con- 
ference” for its 13 eastern ad rep- 
resentatives and 40 members from 
headquarters offices in Los An- 
geles and San Francisco. The “con- 
ference,” using a chartered bus 
through Nevada and California, 
was headed by L. W. Lane, pub- 
lisher, and Howard Willoughby, 
v. p. and general manager, and had 
as its main objective acquainting 
the easterners with the various as- 
pects of western living. 


e Farm Journal, in its August is- 
sue, steps forth boldly with an 
editorial and article suggesting that 
the nation’s farmers, for reasons 
of self-interest, give serious 
thought to the dropping of farm 
subsidies and seeking their eco- 
nomic salvation without aid o! 
government planners. 


Smith Appoints Hollins 


Redfern Hollins, formerly sales 
promotion manager of Coal Age. 
Engineering & Mining Journal, and 
Factory Management & Maivte- 
nance, published by McGraw-Hill 
Publishing Co., has been appoited 
sales promotion manager of W &. 


C. Smith Publishing Co., Atlanta. 


— 


ABC 
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Furniture AGE Not the best because it 
the oldest ABC asia 


Paper in the Home Furnishings field 
but the OLDEST because it’s the BEST 


FURNITURE AGE 


4753 N. BROADWAY * CHICAGO 40, ILLINOIS 
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Ekco Mails 88-Page 
Housewares Catalog; 
Prices Hold Steady 


Cuicaco—Ekco Products Co., 
which probably will use its most 
extensive consumer ad campaign 
this fall, is arming its dealers with 
an 88-page deluxe housewares 
catalog, the first it has produced 
since 1938 covering all lines in a 
single volume. 

Fred Keller, vice-president and 
general sales manager, said last 
week that the company has nearly 
completed mailing of 20,000 copies 
of the catalog to retailers through- 


out the country. In general, prices 
on the more than 650 items illus- | 
trated and listed are held at the} 
same levels. No increases have | 
been made, and prices on some} 
products in the extensive line| 
have been trimmed up to 10%. 
es The Ekco management, said! 
Mr. Keller, is completely confident | 
of attaining its fall sales goal. De-| 
ciding to make a “large invest-| 
ment” in producing an all-inclu- 
sive catalog, it called in Raymond 
Loewy & Associates, New York, | 
to design the book. The result is a| 
five-section catalog with generous | 
use of photographic illustrations | 
on an over-all beige background, | 
accented with bright blue panels} 
to tell the product story of Ekco| 
housewares. 
The company is_ introducing} 


several new lines and new items tof 


the trade, including a new-style | 


Ekconomic pressure cooker, Ekco- 
nomic sterilizer and canner, and 
Ekcoware, stainless steel copper- 
bottom ware. In the popular-price 
staple goods lines, Ekco is intro- 
ducing several new lines of kitchen 
tools and assortments, with ac- 
companying display racks. 

Through Al Paul Lefton Co., 
Ekco will use national magazines 
and newspapers in major markets 
this fall to spur sales of the various 
housewares lines. 


‘Quick’ Sales Up; 
Space May Be Sold 


New YorK—Newsstand sales of 
Quick, the new property of John 
and Gardner Cowles, are now re- 
portedly hitting between 325.000 
and 350,000, with subscriptions up 
to 100,000 and growing steadily. 

Since Ju'y 18, when the maga- 
zine went national, sales have im- 
proved progressively, according to 
S. O. Shapiro of Look. This is a 
most encouraging development, he | 
says, since new magazines usually | 
follow the pattern of good sales 
for the first two issues followed by 
a decline. Quick, he emphasizes, 


is hitting its best sales now, and 


it is expected that the print order 
will be upped shortly. 

Much of the favorable response, 
he reports, is from the offer of| 
Sample copies on radio news shows 
throughout the country. 

it seems probable, he also re- 
ports, that Quick will take adver- 
Using. However, a final decision 
on this will not be reached before 
30 to 60 days. By then the extent 
of he guarantee can be more def-| 
ni ely determined. | 


Spiegel Opens New Store 


FC&B Names 2 Vice-Presidents 


George B. Richardson and Sher- 
man Slade have been named vice- 
presidents of Foote, Cone & Bel- 
ding. Mr. Richardson will super- 
vise food accounts in the San Fran- 
cisco office. Mr. Slade is a senior 
group head on several accounts in 
the Los Angeles office. 


Sills Names Michalove V. P. 


Theodore R. Sills & Co., public 
relations, has appointed Gertrude 
Michalove as _ vice-president in 
New York. Director of women’s 
activities for the past two and a 
half years, she is the first woman 
vice-president to be elected by the 
firm. 


Export Ad Meeting 
to Feature Exhibit 


New YorK—More than 700 ex- 
port trade and advertising leaders 
of the United States as well as 
delegates from Latin America, 
England, Australia and the Philip- 
pines are expected to attend the 
annual convention of the Export 
Advertising Association to be held 
Oct. 6 at the Hotel Biltmore. 

Exhibits highlighting the theme, 
“Tools of Export Advertising,” 
sponsored by advertising agencies, 
export business papers, overseas 
newspaper publishers and radio 


networks, will be a feature of the 
meeting. 

Mack Burke, vice-president of 
Joshua B. Powers & Co., who is 
chairman of the exhibit committee, 
said that “each exhibitor is ex- 
pected to develop the theme of the 
convention to show how his par- 
ticular publication, agency service, 
etc., aids the exporter in his ad- 
vertising problems.” 


WDYK Joins American 


WDYK, Cumberland, Md., will 
affiliate with American Broad- 
casting Co. Sept. 20. The new 250- 
watt, fulltime station is now un- 
der construction. 


4 


“piegel Inc., Chicago, is opening | 
. : 


ew specialty store for women 
an children in the former Boston 
Stre Bldg. at State and Madison 
St. Chicago, on Sept. 16. The store 
Ww! be the largest unit in the 
Si egel fashion group, which in- 
cl. les some 75 modern retail wom- 
el specialty stores in leading 
Cc) ‘Ss. 


Nemes Reiss Advertising 


, \rthur Brown & Brother, New 
: k, distributor of art supplies, 
Yo. k, to handle promotion in news- | 
Pé ers and business papers. Wa- 
te: ton Co., New York, formerly 
pli ced the account. 


named Reiss Advertising, New @ 


Most press agents are former newspaper 
men... but not Jim Davis. For ten years he 
plugged Broadway shows, then came to The 
News... Found picture captions cramped his 
style, and last year switched to rewrite so he 
could take more than three lines to a story... 
The following piece (from the Sunday News) 
about a man and a horse perhaps reflects his 
strong personal interest, as Davis was a four 
time loser ($8) on the same horse... 


Rocklye is a glossy, wavy-maned chestnut filly 
by Lovely Night-Rockdale, by Trap Rock. She’s 4 
years old. Eddie Every isa building superintendent 
in Brooklyn. He’s 37, He thinks Rocklye is the 
greatest thing that happened since the automatic 
furnace stoker, 

Rocklye has run in four races since Jamaica 
opened April 1. And every time, Eddie was there, 
mutuel tickets clutched in hand, cheering for 
Rocklye. Eddie never cashed a ticket on Rocklye. 
No one ever had cashed a win ticket on her. 

Yesterday in Brooklyn Felony Court, Eddie 
was told that it may be a little while before he has 
the opportunity of seeing Rocklye in action again. 
His employer, a real estate agent, was responsible. 
He charged that Eddie bought those mutuel tickets 
with money he withheld from rents collected. 

Eddie was held in $2,500 bail for grand jury 
action on a grand larceny complaint brought by 
the agent, Rudolph Federman, of 636 Howard 


Ave., Brooklyn. 


his kingdom fora horse... 


by James Davis, New York News 


Federman said that the superintendent swiped 
a total of $1,000 from rent collections at the 
apartment building at 560 Lefferts Ave., Brooklyn. 

The last of the $1,000 went on Rocklye’s light 
tan nose Thursday in the second race at Jamaica, 
police said. And it was a combination of the filly 
and another Eddie, the great jockey Eddie Arcaro, 
who did him in, they added, 

Eddie’s dough was only a small part of the 
$112,526 bet on the combination of Rocklye, 
odds on favorite, and Arcaro. After 18 fruitless 
gallops, Rocklye was at last to win a race. 

Rocklye was sprinting along in front of the 
pack in that race until, half-way down the stretch, 
Rocklye saw another filly, a year younger than 
Rocklye, coming up on the outside. Rocklye 
drifted over to get a good look at the fresh thing, 
a dark brown lass. Arcaro batted Rocklye a good 
one, but Rocklye paid him scant heed. 


-. Rocklye won by a full length — and was 
promptly disqualified for interference. 

Eddie was arrested the next morning. Eddie 
Every that is. 


Screwy story?... May be—but it’s typical 
of what makes The News more read by more 
people than any other US newspaper ... 
Typical, too, of what gets advertising in The 
News more read by seven out of ten families 
in the New York metropolitan market ...and 
gets advertisers more results! 
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Circulation now exceeds 
Daily. ... 2,225,000 
Sunday .. 4,250,000 
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ABC Signs Bible Students 


Dawn Bible Students Associa- 
tion, East Rutherford, N. J., will 
sponsor a new progiam, “Frank 
and Ernest,” over 179 American 
Broadcasting Co. stalions in the 
United States, Canada, Hawaii 
and Alaska, starting Oct. 16. The 
program will be heard Sundays 
from 11:15-11:30 a.m., PST, for 
52 weeks. W. L. Geeson Agency, 
Los Angeles, handles the account. 


Krohn Names Beerman 

William L. Beerman Jr., form- 
erly executive vice-president of 
the Greensboro, N. C., Chamber 
of Commerce, has been named 
vice-president of Allen Krohn Co., 
Greensboro. He also will organize 
and direct the agency’s new pub- 
lic relations department. 


The Building Industry's 


Salesman —----------- 

Mightiest Sales Force | 

Man or Magazine 

in the Building Products Field 
June 30 circulation (ABC) 
higher than ever—19,248 
Dealers, up 8.06% in six 
months; 1501 Wholesalers, 

up 5.62% in six months. 


American Lumberman | 
p Building Products Merchandiser 


139 N. CLARK ST., CHICAGO 2 


You Ought fo Know e « Bernard Dolan 


Bernard Morgan Dolan, recently 
elected president of the National 
Industrial Advertisers Association, 
is a fact seeker who has acquired 
know-how in several fields of ac- 
tivity. He is an 
advertising man, 
a merchandising 
specialist, a prac- 
tical engineer, 
and an amateur 
yachtsman. 

First as adver- 
tising and now 
as merchandising 
manager of Peter 
A. Frasse & Co., 
New York steel 
distributor, he 
has built up his company’s adver- 
tising department literally from 
scratch. Today, 12 years after he 
took the helm, the company’s ad- 
vertising outside of its normal 
trading area, where no salesmen 
call, produces sufficient husiness 
to pay for the entire cost of ad- 
vertising space that the company 
uses in business and industrial 
papers. 

How does Dolan know this? Be- 
cause every inquiry received by 
the company goes to the advertis- 
ing department where it is quickly 
checked and graded before being 
sent to the sales department. The 
latter unit follows up each inquiry 
and gives the advertising depart- 
ment a complete report on every 
lead received. 


Bernard M. Dolan 


s Dolan is the man who initiated 
the current Study of Industrial 
Advertising Effectiveness being 
conducted by the NIAA. He is a 
member of the administrative com- 
mittee of the Continuing Study of 
Business Papers conducted by the 
Advertising Research Foundation. 


“TEDDY” ROOSEVELT... 


Badlands ds Deputy Sherif 


* * 
*3 Years Earlier...188 I* 


* 
% THE FIRST ISSUE OF * 
% THE DAKOTA FARMER & 


WAS PUBLISHED : 
RRA RRA 


* 
* 


Six months after ° 
Roosevelt arrived in the Bad 


“Teddy” 


Lands of North Dakota he vir- 
tually took over the leadership of the forces of law and 
order in that region. He organized a protective association 
to check cattle thieves and did active duty as a deputy 


sheriff. 
We're not sure if “Teddy” 


Roosevelt was a subscriber 


to THE DAKOTA FARMER, but he might have been; 
because since 1881, THE DAKOTA FARMER has been 


the preferred publication of the Dakotas... 


the farm 


magazine that has become FIRST in readership in the life 
of 10% of Dakota farm families, TODAY! 


The DAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 


J. P. MALONEY, Aten Mie 


Bernie was born in Brooklyn on 
April 17, 1913. April 17 was the 
birthday of the elder J. Pierpont 
Morgan, so Bernie received Mor- 
gan as his middle name. He says 
that his birthday and middle name 
are the only things he has in com- 
mon with the famous financier. 

Bernie graduated from Brook- 
lyn Tech, and then studied civil 


|engineering at Columbia Univer- 


sity while working as a draughts- 
man for the Texas Co. Later he 
worked for the National Bridge 
Works in Long Island City, now 
the warehousing division of Jones 
& Laughlin Steel Co. 


a The depression of the early ’30s 
was then making the matter of 
earning a living difficult for many 
men, and Bernie, being the last 
man on, was the first one off the 
payroll. After several months of 
“tough going,” Dolan got a job 
with the Columbia Engineering & 
Contracting Co., which was then 
constructing the Taconic state 
parkway. He became supervisor of 
a construction gang engaged to 
erect a stone crushing plant. Un- 
fortunately, the chief engineer had 
underestimated his aggregate, and 
for eight months Dolan worked an 
average of 105 hours a week, with 
no time out for Sundays or holi- 
days. The job not only was arduous 
but it required improvisation. Do- 
lan says he learned more practical 
engineering in those eight months 
than he had ever acquired in 
school. 

When the work was completed 
so was his job. So he returned to 
the city and became a steel sales- 
man for Frasse. After a few 
months he was made assistant pur- 
chasing agent, and began to take 
an interest in advertising. Because 
of some of his ideas and sugges- 
tions, he was appointed advertis- 
ing manager in 1937. When he took 
over his new job there was no con- 
nection between the advertising 
and sales departments. Each oper- 
ated independently of the other. 
The following year, Dolan joined 
the NIAA and started an evening 
course in advertising at Columbia 
University. 


ws At the university he was in- 
spired by the lectures of W. I. Or- 
chard, copy editor at Batten, Bar- 
ton, Durstine & Osborn, who Do- 


lan says is the greatest teacher he 
has ever known, and one of the 
outstanding advertising men in the 
business. 

With the cooperation of Russell 
Barnett, vice-president in charge 
of sales, and a former member of 
NIAA, Dolan began to create an 
efficient advertising department at 
Frasse’s. The company has been in 
business since 1816. The founder 
helped Fulton develop his first 
steamboat, and made watch parts 
for Aaron Burr. Dolan took ad- 
vantage of these and other facts 
and produced both an _ internal 
house organ and a company man- 
ual which were interesting, edu- 
cational and good morale builders. 

Dolan working with his sales 
management developed teamwork 
between the two departments. Do- 
lan found out that an advertis- 
ing manager can’t just sit down 
and write an ad, but has to ferret 
out facts and go out into the plant 
and among customers to find out 
what’s doing and why. As Dolan 
envisions his job, which now car- 
ries the title of merchandising 
manager, he has to be interested in 
all phases of the business. 


e Frasse in 1937 did a sales vol- 
ume of a little over one-third of 
its present volume and spent rela- 
tively little on advertising. To- 
day, it advertises in about 15 
business and industrial papers, and 
sends out direct mail promotion 
every ten days, ranging from off- 
set sales letters to four-color, four- 
page broadsides and special data 
charts. 

As merchandising manager, Do- 
lan has direct charge of advertis- 
ing, sales promotion, stock control 
and turnover of inventory. That 
requires a lot of supervision since 
the Frasse stock includes all kinds 
of alloy bars, cold finished carbon 
steels, stainless steel, tubing, sheets, 
strip steel, pipe, valves and fittings 
and similar products. He is a mem- 
ber of the company’s executive 
committee which includes the pres- 
ident, executive vice-president, 
treasurer and sales manager. 


ws Nevertheless, Dolan finds time 
for other interests. He was mar- 
ried in 1943 and lives at Valley 
Stream, L. I. He has been active 
in the NIAA since he joined, and 
has served as president of the New 
York chapter, and as vice-presi- 
dent and director of the national 
body of which he is now president. 

He devotes a good deal of time 
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to fishing and cruising, and oper. 
ates a 26’ sport fisherman out of 
Freeport, L. I. He holds a certifi- 
cate as an advanced pilot in the 
U.S. Power Squadrons, an associ- 
ation of power boat owners, whic) 
is closely but not officially con- 
nected with the U.S. Coast Guari(, 
and which testifies to his ability to 
pilot in any of the navigable wate:s 
in the United States. 

He has a woodworking shop in 
the basement of his home which 
he uses mostly for his boat, a large 
part of which he has redesigned 
and rebuilt personally. 

Despite his varied activities and 
keen interest in business and ac- 
vertising, Bernie Dolan hopes to 
retire to Florida some day to de- 
vote his time to big game fishing 


5 to Palm & Patterson 


Palm & Patterson, Cleveland, has 
been named to handle the adver- 
tising of the Cleveland Punch & 
Shear Works Co., Cleveland, man- 
ufacturer of heavy duty presses 
and shears; Tony Accetta & Son, 
Cleveland, maker of Tony Accetta 
fishing baits; Kenfield-Davis Pub- 
lishing Co., Chicago; Modern Min- 
ing Publishing Co., Pittsburgh, and 
Chem Industrial Co., Cleveland, 
manufacturer of industrial chemi- 
cal products. 


Emerson Appoints Hopkins 


David Hopkins, son of the late 
Harry Hopkins, has been named 
western sales manager of Emer- 
son Radio & Phonograph Corp., 
New York. Mr. Hopkins, who will 
direct sales in 13 western states, 
has been factory representative 
for Emerson in southern Cali- 
fornia. 


Campbell to Donnelley 


Robert M. Campbell, former]; 
manager of advertising and sales 
promotion of J. A. Zurn Mfg. Co., 
Erie, Pa., has been named an ac- 
count executive of Lee Donnelley 
Co., Cleveland. He has been as- 
signed to the Drop Forging Asso- 
ciation, Cleveland, and J. A. Zurn 
Mfg. Co 


Nielsen Signs Mars 


Mars Inc., Chicago, has signed 
a two-year contract with A. C. 
Nielsen Co. for the National Niel- 
sen Radio Index Class A, includ- 
ing Extra-Week Ratings and New 
York Television Reports. 


Pacific Can Names Agency 


Pacific Can Co., San Francisco, 
has named the San Francisco of- 
fice of Harrington, Whitney & 
Hurst to direct its advertising. 
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Census Zealously Guards Its 
Credits, Mindful of Budget 


WASHINGTON—The Census Bu- 
reau is a good-natured helper for 
everyone who needs statistics. Re- 
cently, however, it has been show- 
ing its teeth to outfits which re- 
produce government material with- 
out the customary credits. 

The bureau took decisive action 
a few weeks ago when Metropoli- 
tan Life Insurance Co. distributed 
a pamphlet based largely on a sur- 
vey of population characteristics 
made by the Census Bureau in 
1948. The pamphlet credited cen- 
sus sources, but the accompany- 
ing press release omitted the cred- 
it. 

When press association reports 
cited Metropolitan Life as the 
source of the information, Census 
Bureau wrote directly to the press 
associations and informed them of 
the “background” of the material. 

Census developed firm convic- 
tions about the need for credits 
about a year ago, when the House 
appropriations committee killed a 
request for $300,000 for a special 
population study. Committee mem- 
bers were convinced that Metro- 
politan Life was already doing the 
job. 


Government information officers 
are having other trouble with cred- 
its—picture credits. Some of them 
are worried sick that a commer- 
cial service now being organized 
to sell prints of government pic- 
tures will result in too many cred- 
Its. 

The man who is organizing this 
service has obtained a sizable in- 
ventory of the best pictures from 
government files. He plans to of- 
fer them, through a catalog, to ad- 
vertising agencies and others. 

The promoter feels he is per- 
forming a useful service, since 
small advertising agencies could 
never expect to find their way 
through the thousands of pictures 
in government files. But govern- 
ment information officers see it 
another way. 

Since there is no copyright to 
limit reproduction of government 
pictures, officials are warning the 
White House that prominently 
credited government pictures may 
turn up any day in promotions for 
‘hisky or other controversial prod- 
icts. 


The $2,000,000 fund for military 
ecruiting ads survived Senate de- 
bate. but the services still blow 
lot and cold on future agency ar- 
angements. However, Navy, which 
‘anceled its public relations con- 
ract with J. Walter Thompson 
0., is finding it hard to get along 
bith ut competent professional as- 
sista ice. Within the past few days 
thes thrown up its hands and 
iske | the Lewis Edwin Ryan agen- 
Y hore to help finish an officer 
ecr\ iting poster. Gardner is still 
m .otice that Army and Air 
ore will terminate on Oct. 31. 
- Wilter Thompson remains un- 
ker | ublic relations contract with 
he ‘arine Corps. 


imerce Department’s report 
‘vision as an advertising me- 
1 is a “best seller” at the Gov- 
nt Printing Office. A _ re- 
edition is planned after the 
‘the year. Philip Bennett, its 
, is the Office of Domestic 
erce’s expert on media and 
lve ising. Actually, he can be 
ly ne-third of an expert: The 


By STANLEY E. COHEN. Washington Editor 


works has a seven-man staff re- 
sponsible for 25 commodities and 
services. 


Commerce Secretary Charles 
Sawyer, back from “depressed” 
areas in New England and the 
Great Lakes states, reports bus- 
iness men agreed on one point: 
Tax cuts are in order. 

Congressmen are hearing the 
same news, so tax cuts are vir- 
tually certain when the Joint Com- 
mittee on Internal Revenue and 
the Treasury Department present 
the tax cut program which they 


are writing for consideration by 
the House ways and means com- 
mittee next year. They will prob- 
ably recommend an end to double 
taxation of corporative dividends, 
and will also include cutbacks in 
wartime excise taxes. 


Don’t overlook “Survey of Uni- 
versity Business and Economic 
Research Projects 1947-48,” just is- 
sued by the Commerce Depart- 
ment’s small business division. In 
its sixth edition, it lists and de- 
scribes 1,188 research projects in 
marketing, statistics and related 
subjects under way in 105 schools 
and colleges. It costs $1 from the 
Superintendent of Documents, 
Washington 25, or commerce field 
offices. 


Congress is still interested in 
postal rate legislation—of a mild 
variety. The Senate post office 


committee chewed over the plan 
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for a $15,000,000 increase for pub- 
lishers’ second class Tuesday, 
agreed informally to drop the most 
costly feature, the 25% surtax on 
publications with over 50% adver- 
tising content. It will be at least 
two weeks before the Senate com- 
mittee decides where it stands. 
Meanwhile, all legislative activity 
has stopped on the House side 
while members vacation through 
Sept. 21. The House committee is 
also cold to the advertising surtax. 

The National Association of 
Magazine Publishers has had a 
study made of how 16 publishers 
would be affected by the House 
postal rate hike proposal and the 
surtax. The study shows the 16 
publishers (four large, five farm 
and seven medium and small) 
would be hit by an average 51.2% 
postal increase without surcharge 


NOW 
TOP QUALITY 


ACETATE ENVELOPES 


AT NEW LOW PRICES 


Made possible by fur- 
ther reductions in raw 
materials costs - and 
by mewly developed 
automatic equipment. 


All standard sizes - and to 
order - 


thicknesses from 
-003 to .020 


Write for samples and new prices 


GLEWFIELD PLASTICS, INC. 


GLENFIELD, Ne Y.~ 


and 72.4% with a surcharge. 


her | products division where he 


trade-marks. 
frequent reminders. 


Your co-operation is respect- 
fully: requested, whenever 
you use ether Coca-Cola or 
Coke in print. 


Because coke (lower-case “e'} means a Certain type ot fuel 


While Coke (upper-case “‘C’’) means Coca-Cola 


Hence these 


You stock up with coke for winter only 


Summer, winter, spring or fall, you have equal use for Coke —but not for code. 


and nothing else. 


It is perfectly understandable that people not directly concerned often forget 
this distinction. But what may seem to you a trivial matter is a vital 
one to us. For the law requires us to be diligent in the protection of our 


and nothing else. 


*Coke = Coca-Cola 


Both are registered trade-marks that 
distinguish the same thing ~—the 
product of The Coca-Cola Company. 


THE COCA-COLA 


COMPANY 


COPYRIGHT 1949. THE COCA-COLA COMPANY 
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Lawrence to Abel & Bach 


A. W. Lawrence has been ap- 
pointed national sales manager of 
Abel & Bach, Milwaukee luggage 
company. He was formerly gen- 
eral sales manager of Quality Bis- 
cuit Co. 


Teddy Hale Joins Blatz 


Teddy Hale has joined Blatz 
Brewing Co., Milwaukee, as a spe- 
cial sales representative. 


Breitenbach Names Dorland 


M. J. Breitenbach Co., New York, 
has named Dorland Inc., New 
York, to handle the advertising for 
Pepto-Mangan. Spot radio and 
newspapers will be used. 


Station Men to Meet 


The Association of Independent 
Metropolitan Stations will hold its 
fall meeting in Chicago at the 
Stevens Hotel, Sept. 21-22. 
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wo quality lterpress reprodvclien 
ed 1 or 2 sides. Sparkling halftone’ -- 
type..-8 


brochure . . . whether it’s 
going letierpress or offset . . 
you can depend upon Fine Arts 
for a superb job at the right / 


Zonolite to Start 
New Drive Sept. 24 


Cuicaco—Zonolite Corp. late this 
mouth will launch a large ad drive 
for its Vermiculite insulation, using 
a wide variety of media. The $120,- 
000 national budget will go for an 
opening page ad in The Saturday 
Evening Post Sept. 24, and ads in 
a dozen other magazines, farm pa- 
pers and business papers. 

The company and its 24 distribu- 
tors will cooperate in a newspaper 
drive opening Sept. 25 and con- 
tinuing throughout the fall and 
winter. Ruthrauff & Ryan is the 
agency. 

Advertising in newspapers will 
earry the slogan, “See Your Lum- 
ber Dealer.” Many dealers re- 
portedly are losing considerable in- 
sulation business to itinerant ap- 
plicators and the forthcoming pro- 
motion aims largely at retaining 
dealer business. 


s Zonolite will continue to show 
its $18,000 sound film, “Zonolite 


the Wonder Mineral,” which has 
been seen so far by 30,000 dealers, 
salesmen and others. 

Field men are now installing 
window displays and fluorescent 
“fireball” signs; are distributing 
mailing cards, book matches, radio 
scripts, counter displays, decals, 
bag inserts, etc., to dealers, and 
are taking ads to newspapers for 
the latter to “sell” to dealers later. 

Publications to carry the Zono- 
lite Vermiculite ads include: 

American Builder, American Home, Ar- 
chitectural Forum, Better Homes & Gar- 
dens, Building Supply News, Country 
Gentleman, Farm Journal, Poultry Trib- 
une, Practical Builder, Progressive Ar- 
chitecture, The Saturday Evening Post, 
Small Homes Guide and Successful Farm- 
ing. 


Palen Joins Yankee Net 


Ed Palen has been appointed 
program coordinator for the 
Yankee Network owned stations 
in Worcester, Providence, Port- 
land, Hartford and _ Bridgeport. 
Formerly program director of 
WAKR, Akron, he will create local 
programs designed to fit the needs 
of each market. 
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SALES RESULTS! .. SALES RESULTS! 


From a small ordinary Drug Store to the lead- 
ing Pharmacy — That's the story of King’s — 
one of KRNT's biggest and oldest local ac- 
counts. They buy Al Couppee’s daily Sports- 
casts; a 10-minute segment of ‘‘Gene Emerald 
Show”’ (afternoon disc jockey) ; good spot an- 
nouncement schedule; weekly ‘‘Doctor’s Or- 
ders’ show. . . . General Electric Supply Corp. 
sponsors all Couppee play-by-play broadcasts 
year-around. 


SALES RESULTS! .. SALES RESULTS! 


Most successful medium ever used — That's 
what a Building Materials concern said about 
the Chas. McCuen 8 a. m. Newscast they spon- 
sor 3 days a week. . . . Department Store has 
had Russ Van Dyke 10 p.m. Newscast for 8 
years and wouldn't think of giving it up... . 
Business up 36% over week year ago and only 
advertising done was on KRNT — That's the 
report of a Men’s Store sponsoring a Com- 
mentator's re-broadcast Sundays. 


SALES RESULTS! .. SALES RESULTS! 


A Dry Cleaner swears by Bill Riley. They've 
maintained a heavy schedule of his Money 
Man calls for 13 months . . . even made their 
own survey and found it corresponded with 
Hooper. . . . A Utility firm sponsoring a Com- 
mentary co-op was using it as public relations 
vehicle until finding it produced excellent 
direct-selling results. 


SALES RESULTS! .. SALES RESULTS! 


Sales jumped tremendously since buying a 
quarter-hour pre-noon strip on KRNT—That’s 
what an Appliance Store reports. Extra help 
required. Rush continues after 13 weeks. 
Concern also has used first hour of the 6-8 
a.m. ‘‘Don Bell Show”’ for over a year to keep 


sales curve high. 
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ANY WAY YOU LOOK AT IT! 


KRNT GETS RESULTS! 


SALES RESULTS! .. SALES RESULTS! 


A Bakery has sponsored the ‘‘Sunday Funnies”’ 
(Chuck Miller’s hour) for 14 years. ...A 
Packing Company has presented Saturday am- 
ateur talent show for 8 years. .. . A Super- 
market has had participation in ‘Betty Wells 
Show” for 18 months. Betty has produced 
wonderful results, too, for an lee Cream re- 
tailer, a Dry Cleaner, an Appliance Store. 


SALES RESULTS! .. SALES RESULTS! 


A Bank has obtained excellent results for 10 
years from a spot schedule (21 a week) .. . 
A Savings & Loan Assn. is realizing gratifying 
results from 3 Chas. McCuen Newscasts a 
week. . . . A KRNT noon Newscast has pro- 
duced wonderfully for an .Automobile dealer 
for over a year... . A Dairy is selling effec- 
tively with a quarter-hour strip (local show), 
while two others get desired results from 
KRNT disc shows. 


SALES RESULTS! .. SALES RESULTS! 


A 5-minute mystery strip is getting heating 
contracts. . . . The first hour of the 6-8 a. m. 
“Don Bell Show”’ is pulling orders for another 
heating contractor... . The half-hour Saturday 
quiz show of Bill Riley has produced remark- 
able results for a third heating firm. ...A 
late-evening platter show gets great results 
for an out-of-the-loop firm selling washers, 
plumbing, etc. 


SALES RESULTS! .. SALES RESULTS! 


Resultful radio advertising through KRNT per- 
sonalities prompted Furniture Store to concen- 
trate more on this selling system. Their spot 
announcements on ‘‘Bill Riley Show’’ have 
quickly sold out items of merchandise on sev- 
eral occasions, necessitating immediate copy 
revisions. 


FURNITURE 


Sa 


WE COULD GO ON AND ON. . STORY AFTER STORY . . RESULTS! . . RESULTS! . . RESULTS! 


What Does It All Boil Down To? Just This: 
THE FABULOUS PERSONALITIES AND THE ASTRONOMICAL HOOPERS. 
KRNT PERSONALITIES HAVE THE SHOWMANSHIP KNOW-HOW .... 
THE SALESMANSHIP KNOW-HOW ... 
AUDIENCE ON THE 


KRNT IS THE STATION WITH 


. THE COMMAND OF THE 
ST“‘TION THAT COMMANDS THE AUDIENCE. 


What Does This Mean co You, Mr. Advertiser? YOUR ADVERTISING ON 
Ask a Katz Man, or Write Us, for Availabilities. 
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Advertising Age, Sentiiaber 5, 19.9 
‘Interim’ Campaign 
Ready for Capehart 
TV, Radio Models 


New YorK—Full-color pages iy 
magazines will be used to show 
the public Capehart-Farnswort)h 
Corp.’s new television and radio- 
phonograph models, the first to de 
introduced since the company was 
acquired by International Tele- 
phone & Telegraph Corp. 

This drive—an interim cam- 
paign covering the remainder of 
the year—will start this month in 
House Beautiful and House & Gur- 
den. October insertions are sched- 
uled for The New Yorker and The 
Saturday Evening Post. Black-and- 
white copy will be used in Time 

Capehart’s new models, eight 
television and four radio-phono 
were shown last week at a dis- 
tributors’ meeting here. Only two 
screen sizes—12%%” and 16”—are 
in the line. Prices range from 
$269.50 to $795. Polatenna, the 
manufacturer’s name for its built- 
in antenna, may be had for an ad- 
ditional charge of $15. 


# Promotional emphasis will be 
on the Polatron, a new cathode 
ray tube said to reduce eye fatigue 
by “three-way action.” This tube 
costs an additional $10. 

Radio-phonographs, which have 
three-speed record players, will re- 
tail from $249.50 to $385. 

S. A. Morrow, advertising man- 
ager, said the magazine promotion 
will be reinforced by national 
newspaper copy in key cities. Nex! 
year’s plans may include radio an 
television. Budget for the year wil! 
be set in January. 

J. M. Mathes Inc. handles the 
account. 


Medical Group Ready 
to Launch New Publication 


The American Academy of Gen- 
eral Practice, Kansas City, Mo., 
national medical association for 
general practitioners, has announ- 
ced plans for launching a new 
medical publication early next 
year. The tentative name of the 
publication will be General Prac- 
tice and will have a format of 
734x10%”. 

Joseph Bourgholtzer, formerly 
manager of the Chicago office of 
Steven K. Herlitz Inc., publishers 
representative, is advertising man- 
ager. Editorial offices are located 
at 406 W. 34th St., Kansas City, 
and advertising offices at 111 W 
Jackson Blvd., Chicago. 
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NEW VENTURE—Dr. 


visual media for nearly two decades, demonstrates the story boards he will use 
in his studies in a new field—television. 


THE WEE 


Daniel Starch, who has measured 


the effectiveness 


OF 


of 


HOSPITAL CEREMONY—Penny Karno, 18, 
voted “Miss Tavern Pale of the Week’ by 
a Chicago video audience, wos in Wesley 
Memorial Hospital the night she was to 
have been crowned. So W. B. Doner & 
Co., agency for Atlantic Brewing Co., ar- 
ranged to hold the ceremony in her 
room; a slide of this picture was shown 
shortly afterward on the WGN-TV contest 
show. 


Dr.Ress vARreTy 


ee * 


FOUR-COLOR SPLASH—The Los Angeles 
Mirror laid claim to another postwar 
first’ in its market with this four-color 
page in the tabloid for Or. Ross dog and 
cat food. Rockett-Lauritzen Advertising 
Agency handles the account. 


NO EYE STING 


NIONIC—Henry Thayer Co., Cambridge, 
Mass., developed the Nionic formula for 
this new liquid shampoo for children 
and is handling its distribution. The prod- 


DEVICES AWARD—Austin 5S. Igleheart (right), president of General Foods 


LEGGY—Fashion critics at a recent showing of Martin Fabrics’ Nylovel bathing 

suits on the S. S. Uruguay stopped for a close look. From left to right: Fred 

Gardner; Ray Chanaud, chief photographer for Moore-McCormack Lines; Florence 

Hoagland, media director, Ralph Bennett, vice-president in charge of creative 

department, and George Denes, production manager, all of Fred Gardner Co., 
Martin's agency. 
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PRODUCT DiSPLAY—At the recent open house held by Hugo Woagenseil & As- 

sociates, Dayton agency, Lowell P. Rieger (left), president, Monarch Marking Sys- 

tem Co., holds one of the machines his company makes, while Mr. Wagenseil 

(center), agency head, explains its operation to Clarence Siebenthaler, president, 

Siebenthaler Nurseries Co. Products of the 40 accounts served by the agency were 
displayed at the open house. 
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Corp., accepts the award of the Special Devices Association for General Foods’ ac- 


uct is made by Vanta Laboratories, Wal- 
tham (AA, Aug. 29). 


complishment in rapid-learning techniques and mass training from Rear Admiral 
Luis de Florez, USNR, at the 5th annual meeting of the association. 
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WAX-WRAPPED—Peter Pan of  Holly- 
wood, North Hollywood, Cal., wraps its 
Peter Pan plum pudding in waxed pa- 
per, then in a square cf pudding cloth, 
and finally dips the whole package in 
wax and gathers in the closure with a 
ribbon for appeal as a gift, as well as 
for the holiday hostess. 


SUR RISE PARTY—Erwin, Wasey & Co., Los Angeles, bid bon voyage to V. P. David 

lliams at this recent party prior to his departure on a European tour. In 

orecround, left to right, are Fred M. Jordan, executive vice-president; Howard D. 

Willams, president; David Williams (reading the telegrams), and Erle Howry, ac- 
count executive. 


PHONE YOUR FUTURAMIC OLOSMOBILE DEALER 


88’s THE NUMBER—Kay Westfall, the “Lucille” in recent television films produced for 
the Oldsmobile division of General Motors, is being featured in four-color 24-sheet 
posters to appear on 4,000 boards throughout the country until mid-October. 


THE FINE POINTS—Harry Scheft (right), president, Richard’s Shoe Store, Boston 

headquarters for Little Yankee shoes, explains the merits of the product to eight- 

year-old disc jockey Betsy King while Samuel Smith, owner of Yankee Shoemakers, 

Newmarket, N. H., looks on. Yankee began sponsorship Aug. 21 of Betsy’s hour-long 
Sunday a.m. show over WCOP, Boston. 
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Information for Advertisers 


No. 3380. Drug Merchandising— 
the Paper and the Market. 


Market data, listing population, 
number of drug outlets and 1948 
sales by province and city are 
given in this booklet, issued by 
Drug Merchandising, Toronto, a 
Maclean-Hunter publication. The 
booklet includes a history of the 
publication, a detailed circulation 
report and rate card information. 


No. 3381. How Seattle Is Buying 
Advertising. 

The Seattle Times has published 
this report on department store, 
retail, national, classified and total 
linage, based on Media Records 
figures for the first six months of 
1949. A sheet in the folder contains 
market data for the Seattle area, 
1940-1949. 


No. 3382. 1949 Facts and Figures 
Supplement. 

Farm Implement News has pub- 
lished its 1949 data supplement, 
containing 52 pages of information 
on the farm equipment market. 


No. 3383. How to Make This WLS- 

Chicago Market Your Market. 

This 24-page booklet, issued by 
Station WLS, contains data on the 
market for grocery-store-sold pro- 
ducts in Chicago and the WLS 
area surrounding the city, with 
breakdowns by wholesale trading 
areas, population, and food sales 
figures. 


No. 3371. A Report on Department 
Store Advertising in Philadel- 
phia Daily Newspapers. 

The Philadelphia Bulletin re- 
ports on department store linage 
for the first half of 1949 in this 


Note: Inquiries for items listed above 


folder, which devotes a page to 
each one of Philadelphia’s seven 
larger merchants, with a final 
page for total advertising in the 
department store classification. 
Figures compare the Bulletin’s 
record with that of the second 
daily newspaper. 


No. 3359. The Bright Spot. 


The Oakland Tribune has is- 
sued this market study of the met- 
ropolitan Oakland trading area, 
which includes a detailed report 
on population growth, 1940-1948; 
shows a 264% increase, 1937-1947, 
in total retail sales; reports in- 
creases in home building and the 
market for electrical and gas ap- 
pliances; and lists new industrial 
plants and expansions in the area. 


No. 3342. Why Does Your Company 
Advertise in Trade Papers? 


Olsen Publishing Co. has issued 
this folder, which gives salesmen 
the story of trade publication ad- 
vertising and its advantages to a 
company’s sales force. Olsen pub- 
lishes National Butter & Cheese 
Journal, Ice Cream Review, The 
Milk Dealer, and Dairy Industries 
Catalog. 


No. 3348. The Modesto Market. 


Stanislaus County, Cal., of which 
Modesto is the county seat, ranks 
9th in farm income in the U.S.; 
Modesto is 12th in retail sales 
among 257 cities between 25,000 
and 50,000 population, and 14th 
in food sales among cities of the 
same size. These figures and many 
others are reported in a folder of 
market and media data, issued by 
the Modesto Bee. 


will not be serviced beyond Oct. 17. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, II. 
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OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
oe 6 ape to rou: A man with certain 

ighly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small,agency, another at $11,000 
from a big agency ... mighty fine div- 
idends from a $20 investment. Maybe 
this will s uggest something to you— 
who knows’? 


cord discounts on multi ple insertions 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR-2-0115 Chicago 


Long established Chicago weekly cover- 
ing a major industry needs experienced 
copy-reader preferably in his 30’s, who 
can eventually take charge of copy desk. 
College training and daily paper exper- 
ience preferred. 

Box 2636, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Market Research-Foods $6500 
Merchandising-Sales Prom. $5400 
Sales Prom-Appliances Open 
Copywriters-Varied Exp. 200 


$4 
SHAY EMPLOYMENT AGENCY 
30 W. Washington St., CE-6-9800 Chicago 
ARTIST - Lettering - Layout - Paste-up. 
Must have experience and ambition. 
Hittle Studios, Ltd. 
199 W. Market St., Akron 3, Ohio 


SPACE SALESMAN $7200 
Industrial Field 
George Williams Co..Personnel 
209 S. State St., HA-7-2063 Chicago 


WANTED SALES - ADVERTISING - 

MERCHANDISING MANAGER for Na- 
tional repeat mail order business and spe- 
cialty. Must have proven record plus good 
background to handle the varied details. 


Opportunity. 
P. O. Box 869 
Alliance, Ohio 
SPACE SALESMAN 

Experienced, Not Over 45 
To invest his knowledge in a long estab- 
lished and well known trade paper pub- 
lishing business. Right person can buy 
a piece of the business. Excellent oppor- 


tunity. 
Box 2639, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y. 


ARTIST wanted. Swap big-city living for 
fishing and hunting paradise! Need crisp 
layout and cartoon man. I. F. lL. Adver- 
tising Agency, Duluth, Minnesota. 


PERSONALIZED SERVICE. 
ADV. MGR. home appliances...... to $18,000 
MDSE. MGR. ASST. hsehold goods....8,500 
SALES MGR. housewares mfgvr......... 15,000 
SALES MGR. food products mfgr.....10,000 
MGN. ENGR. sales resch. mdse............ 5,000 
COPY CHIEF. Chicago agency........ to 15,000 
CONTACT MAN Chicago agency..to 10,000 

COPYWRITERS agency-mfgrs......to 

ASST.ADV.MGR. hardware mfgr....to 6, 000 
CATALOGUE MAN hard lines........ to 5,400 
CORRESPONDENTS. agencies-mfgrs....... 
to 5,200 

THE HONES COMPANY 
14 E. Jackson Blvd., Chicago Room 1515 


~ POSITIONS WANTED 


~~ OUTDOOR ADVERTISING | 
Salesman—Media Director—Account Exec- 
utive. 18 years experience in Outdoor in- 
dustry. 11 years as top-flight salesman 
with largest outdoor operator in U.S., 
serving in more than a dozen of the Com- 
pany’s branches as Salesmanager, Sales- 
man, Account Executive and Promotion 
manager New York office. Sound agency 
experience; wide knowledge of markets 
east of Rockies; capable media director; 
top-flight sales ability both paint and 
posting. Willing to re-locate; now in busi- 
ness within 3 hours of New York City. 
Inquiries invited from recognized agen- 
cies, plant operators, private industry. 
Box 2643, ADVERTISING AGE 
ll E. 47th St., New York 17, N. Y. 


~ FOOD ADVERTISING MANAGER 

A successful record as brand advertising 
manager for one of the country’s leading 
food manufacturers in a highly competi- 
tive field has given me a thorough knowl- 
edge of what it takes to put a product 
over. I have handied all campaign plan- 
ning, merchandising, sales helps, dis- 
plays, and conducted sales meetings. My 
background includes selling, merchandis- 
ing, research, and account work in a 4A 
agency. Seeking a permanent return to 
the food field “are I can be of the most 
assistance. Age 36 

Box 2638, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, lll. 
COPY, CONTACT, MERCHANDISING 
My 19 yrs. food industry experience avail- 
able to Agency with important national 
food accounts. Unusual combination of 
food knowledge, merchandising exper- 
ience, ideas, production know-how and 
creative ability. e 
Box 2641, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING MANAGER, 10 years ex- 
perience. Married. College, Excellent Lay- 
outs, Copy & Selling. Executive ability. 
References. Salary open. 
Box 2649, ADVERTISING AGE 


11 E. 47th St., New York 17, N. Y. 


ond 


apply on disploy 


space over 5 inches 


POSITIONS WANTED 


AGENCY MAN AVAILABLE 
SOON FOR INDUSTRY 


5 years agency experience in contact, 
copy, production, space, merchandising 
on national accounts. Age 31, degree. 
Ideal Ad Manager. Top references and 
samples. 

Box 2647, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I. 


~ Experienced Media Director Available 

Experience includes selection of media, 
preparation of schedules for all types of 
advertising, interviewing publishers’ rep- 
resentatives, correspondence and personal 
contact with advertisers and publishers, 
recognitions, and overseeing all detail 
work in media department such as con- 
tracts, insertion orders, control systems, 
media files and billing. Well-known in 
publishing field, both consumer and in- 
dustri€l. Other qualifications are execu- 
tive management, client contact, produc- 
tion, copywriting, publicity, direct mail, 
and marketing. Woman. 

Box 2644, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copywriter . - Agency and mail-order cata- 
log copy experience in farm and industrial 
equipment; all hard lines. Can take full 
charge of catalogs, manuals, etc. 

Joseph Hagans, 6146 Kenwood, Chicago 37. 
YOUR OPPORTUNITY 
One of nation’s top art directors and crea- 
tive layout man seeks change of position 
with established firm desiring to up its 
quality as well as increase its volume 
through creative efforts. Complete port- 
folio containing specimens, photo and 
letters of reference subject to prospects 
perusal. Position must be permanent and 
opportunity plenty—with either printing 

house or agency. 
Box 2637, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


HERE’S A BEST BUY—IN COPY! 
Junior genius who has a way with words 
would hke a few of same with agency, 
manufacturer, or retail ad copy chief. Ob- 
ject: job. Happily wed college grad, 26, 
two years copy experience—offers you 
brains, ability, enthusiasm, and capacity 
for growth in exchange for responsible 
copy job with a solid, but solid future! 

Box 2634, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SECRETARY- ASSISTANT 
Young, conscientious college graduate 
(woman) with 3% years’ sales promotion, 
advertising and radio copywriting-secre- 
tarial experience. Wants permanent posi- 
tion in Chicago area. Top references and 
ability. Available immediately. 

Box 2640, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


RADIO MANAGEMENT - Fifteen years, 
regional and clear channel administrative 
duties involving all phases station op- 
eration. Previous substantial business ex- 
perience. Best of references as to charac- 
ter and ability. A proven, solid ‘“‘manage- 
ment” man. 

Box 2633, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


HEART FOR SALE 

I have a heart to put into a job. The job 
I now have—sales promotion and ass’t 
adv mgr, consumer goods, large indus- 
trial concern—doesn’t demand enough. 
I'm 25, married, college trained. Adver- 
tising, promotion, sales and public rela- 
tions background. Free to relocate or 
travel for right job in sales promotion, 
marketing, advertising. 

Box 2642, ADVERTISING AGE 

1l E. 47th St., New York 17, N. Y. 


ART DIRECTOR 

10 yrs top agcy exp. Nat'l and trade ac- 
counts. 35, married. Prefer Chicago area. 

Box 2646, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, UL. 
EXPORT ADVERTISING EXECUTIVE 
Both shirt-sleeve and executive level ex- 
perience: all phases export publishing 
(including advertising, editorial, promo- 
tion, copy) plux six years drug distribu- 
tion in Latin America. Native American, 
37, fluent Spanish. Available for agency 
with export accounts, advertising-minded 
exporting manufacturer, or media. 

Box 2648, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


_ MISCELLANEOUS _ 


FINE AGRICULTURAL ART 
John Andrews 1504 Dodge Omaha, Nebr. 


Wanted—suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay—write, wire, 
phone—today for complete information-no 
obligation. Special Correspondents, Inc. 


230 E. Ohio St., Chicago 11, DE-7-1065 


ATTENTION PUBLICITY DIRECTORS!” 


Advertising Age, September 5, 19-9 


FOR SALE 
SALE OF BUSINESS 

The sale of the business of Th: < 
Caughey Co., an outdoor advertising bu: i- 
ness of Fort Dodge, Iowa, has been po:t- 
poned from August 29, 1949 at 1:30 o’clo.k 
P.M. to September 15, 1949 at 1:30 P.) 
and will be held in the court room of the 
court house of that city at that time. T i« 
business includes 151 poster panels, :45 
painted bulletins, office supplies aid 
equipment, tools, merchandise, supplics 
5 used trucks, small tracts of real estaie 
and leases. 

Bidders should be prepared to ce. 
posit twenty per cent (20%) of the amount 
bid at the time of sale. For further in. 
formation write Dwight G. Rider, Adm)n- 


istrator, 207 State Bank Building, Fort 
Dodge, Iowa. 
For Sale - Unusual House. 1% story 


studio ( 14’ x 28’) in 6 room house. Liv- 
ing room (15’ x 27’). Three fireplaces. Oi). 
hot water heat, large porches. Large 
wooded plot. % hr. commuting from 
Grand Central Terminal, N. Y. 

Box 2545, ADVERTISING AGE 

il LE. é7th St., Now | York 17, N. 'Y. 


FEW LAYOUT MEN 
WILL ANSWER THIS 


.. . beeause only a few are qualified 
for this really big job. We have more 
national direct mail accounts than 
our present 10-man art department 
can handle. You must be a fast vis- 
ualizer and idea man on everything 
from displays to entire campaigns. 
You are not a prima donna, but a 
seasoned, practical advertising man 
who knows every phase of modern 
layout. You are offered an attractive 
salary in Milwaukee, where “liva- 
bility” is at its best. Write now ... 
samples later. Replies held confi- 
dential. Box 7445, Advertising Age. 
100 E. Ohio St., Chicago. 


WANT MORE 


BUSINESS? 
ACCOUNT EXECUTIVE 


Top flight account executive . . . vice 
ne Chicago agency .. . new 

usiness contact with many years 
agency experience. 

I need an qe organization 
with appliance, food, beer and indus- 
trial experience to offer well devel- 
oped prospects ripe for prompt 
change to right agency. 

Box 7443, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FOR SALE 


Controlling or major stock inter- 
est in rotary-press mass produced 
consumer magazine out of the 
Chicago-New York area. Com- 
paratively new but on paying 
basis. Can easily reach 200,000- 
500,000 and become million-dollar 
property. Because of ill health 
will dispose of my interest at real 
sacrifice to financially respon- 
sible parties. Operation of maga- 
zine will require $15,000-$20,000 
working capital. Box 7444 AD- 
VERTISING AGE, 100 E. Ohio 
St., Chicago 11, Ill 


WANTED 
EXPERIENCED SALES MANAGER 


FOR PACKAGE CONSUMER DRUG STORE ITEM 
One of our clients has just acquired 4 
substantial package goods consumer iter 
selling through drug (and syndicate 
store channels. He is interested in 4 
capable, experienced sales manager with 
at least 7-10 years’ experience. Present 
annual sales of this company are sev: 
million dollars. Exceptional opportu: ity 
with good salary and bonus based on ac- 
complishment for man 35-40 years old 
active, able to travel aggressively 
two years—hire and direct sales force of 
20 to 25 men. If you are willing to mike 
this your life’s work (after personal in- 
terview) write fully—give education, «x- 
perience, family, present connections 
earnings, etc.—Confidential—Henri, H 
& McDonald, Inc.—520 North Michi<an 
Avenue. Chicago 11, Ill. 


COPY MAN 
Well-established Chicago agenc 
operating nationally require 
ideas and copy. Man preferab! 
under 35, some work with con 
sumer goods, such as foods; 3- 
years agency or equivalent. In 
formation first letter should in 
clude salary expectation but n 
samples. 

Box 7442, ADVERTISING AG” 
100 E. Ohio St., Chicago 11, I 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 
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Advertising Age, September 5, 1949 


‘Electrical World’ 
Sees Good Business 
Prospect for ‘49-50 


New YorK—Rising production, 
high employment, climbing ap- 
pliance sales and continuing good 
general business are in prospect 
for the remainder of 1949, and 
will be followed by normal pros- 
perity and growth in 1950, Elec- 
trical World predicts in its Aug. 
27 issue. 

The need for continued expan- 
sion of electrical facilities in 1950 
at a rate just slightly under 1949 is 
forecast in the publication’s mid- 
year review. 

“By year’s end,” the magazine 
says, “industrial power sales should 
be running eaual to last year, and 


15% above the current level as in- | 


dustry recovers from the first-half 
slump in production. This poses 
the danger that some power com- 
panies may underestimate their 
year-end position because indus- 
trial demand will grow faster than 
they expect. Residential, rural and 
commercial sales should hold above 
last year at about their current 
margin. By December total elec- 
tric power sales may be running 
10% above last year. 


s “With normal prosperity ex- 
pected in 1950, power prospects 
are bright. A gain of 10% over 
1949 is clearly possible. High con- 
sumer incomes, near-record home- 
building, and appliance sales at a 
high-level fore-shadow a con- 
tinued yearly residential gain of 
around 14%. Industry’s drive for 
greater efficiency will require 
greater use of power. Industrial 
power sales may rise 10% to 15%. 
Rural and commercial sales should 
continue to move ahead as they 
have in 1948 and 1949. 

“By year’s end, appliance sales 
should match last year’s physical 


volume though prices will be 
lower. Next year’s sales can run 
another 5% to 10% higher if 


manufacturers and dealers offer 
good values to customers and sell 
hard.” 

The Department of Commerce, 
it is pointed out, has estimated 
that there was a backlog of de- 
mand at the end of the war for 
about 5,000,000 washers, 7,000,000 
refrigerators, and 5,000,000 vacuum 
cleaners. 


s “To meet this demand,” Elec- 
trical World says, “appliance mak- 
ers geared up for record output. 
Washer and vacuum cleaner pro- 
duction in 1948 was double the 
highest prewar figure while re- 
frigerator output was 50% above 
any previous year. As a result, 
backlogs have disappeared. 

“Last year people spent about 
$5 billion for all types of appli- 
ances. This year’s figure will be 
less, by about 5%. There is a po- 
tential market next year which is 
10% to 15% greater than 1949 
Sales. Rising consumer incomes 
plus the savings backlog suggest 
it. However, this potential can 
be reached only if people find 
better values in appliances than 
' other durable goods like autos 

{ furniture. 

Consumer demand will also re- 
Ce ve a sizable boost from payment 

a $2.8 billion dividend on vet- 
erins’ insurance in the early 
months of 1950. Experience sug- 
e--ts that a major share of the 
money will be spent for durable 
£ ods and housing. If two-thirds 
©’ the money goes into these chan- 

Ss, the demand will be 7% to 

higher than in early 1949,” the 
ecast concludes. 


F-anklin Agency Moves 
*ranklin Associates Advertising, 
~ n Pedro, Cal., has moved its of- 
‘s to 2022 S. Mesa St. 


C ty Advertisers Moves | 
‘ity Advertisers Corp. has 
ved its offices to 185 N. Wabash 


> 


| Montgomery Ward, Aldens 
Slash Prices Up to 50% 


Price reductions up to as much 
as 50% are featured in the fall 
sale catalogs sent mail order cus- 
tomers last week by Montgomery 
Ward & Co. and Aldens Inc., Chi- 
cago. Both sales end Oct. 31. 

As a special 60th anniversary 
gift offer, Aldens will give a rain- 
cape with hood to purchasers of 
women’s coats. Ward, whose 192- 
page “Proof of Value” sale book 
is the usual fall supplement to the 
general catalog and not a “clear- 
ance sale,” said prices on many 
items are the lowest quoted in five 
to seven years. Prices on some 
seasonal lines, ranging from “back 
to school” needs to furnaces and 
storm sash, are lower than those 
in the current fall general catalog. 


Miner Gets Candy Account 
Dan B. Miner Co., Los Angeles, 
has been named to handle the ad- 
vertising of the southern division 
of Awful Fresh MacFarlane Inc., 
Oakland, operator of candy stores. 
Radio and television will be used. 


Full Sales Sessions 
Set for NAB Groups 


WASHINGTON—D o1lar-conscious 
broadcasters are going to get a full 
day’s session on sales, at the dis- 
trict meetings of the National As- 
sociation of Broadcasters this fall. 

First of the 17 meetings will be 
held in Cincinnati Sept. 8-9. Other 
districts will meet on a schedule 
running through Dec. 12-13. 

Sales sessions will be conducted 
by Maurice B. Mitchell, director 
of Broadcast Advertising Bureau. 
Mitchell’s talks will go into sales 
techniques of other media, as well 
as the sales potentials of dealer 
cooperative advertising and na- 
tional spot business. 

An expanded Broadcast Adver- 
tising Bureau under Mr. Mitchell 
was authorized at last spring’s 
NAB convention following a “re- 
volt” by members who said NAB 
was not sufficiently sales con- 
scious. 


At the district meetings, BAB 
will show its strip film, “How to 
Turn People into Customers.” It 
will also explain the new card in- 
dex system giving members a cur- 
rent list of companies which op- 
erate dealer-cooperative programs. 

During the fall, BAB is to re- 


lease studies of the revenue pos-| 


sibilities of news programs, wo- 
men’s programs and farm pro- 
grams. 


Maritz Promotes Flachmann 
Charles Flachmann, of the pro- 
motion department, has been ap- 
pointed promotion manager of 
Maritz Sales Builders, St. Louis. 
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Howard Joins KECA-TV 


Carol Howard, formerly program 
operational manager of WENR-TYV, 
ABC station in Chicago, has been 
named program coordinator of the 
network’s Hollywood station, 
KECA-TV. 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers ere 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting . . . they're 
FREE STICKY... they sell anywhere. Printed to 
your order. Millions sold. Write MARK'.- 


ANDY, Inc., Dept.AA!, St. Louis 22, Me. 
for details, samples. Do it, today! 


ef: end OF 200,000 
ABC MEMBERSHIP 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, 


NEW YORK 
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THE LEAD-OFF punch in the biggest, 
advertising campaign in electric shaver history 
is this magazine spread for Schick Electric 
Most electric shaver advertising has 
competed only with other shavers. 
which goes after the entire shaving 
market with a new, fighting theme: 
must OUTSHAVE BLADE RAZORS or YOUR MONEY BACK!" 
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A SERIES of advertising "firsts" has helped make 
Fort Pitt Brewing Company the largest in Pennsyl- 
vania. Its "Flying Spectacular," which took to the 
is the first of its kind in the 
area. Fort Pitt, a small brewery when it became a 
BBDO Pittsburgh client in 1938, was the first 
Pittsburgh brewer to sponsor a musical variety 
show and first to sponsor live telecasts. 
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FOR THE SECOND year, 


BARTON, DURSTINE & OSBORN, 
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CLEVELAND * PITTSEIU EH 


LOS ANGELES * DETROIT! 


this automotive trade series 


of The Timken Roller Bearing Company was a 
prize-winner in the Associated Business Papers 


advertising competition. 
Cleveland, 


Prepared by BBDO 
the campaign uses an engineer—to-— 


engineer approach to hit a bull's-eye market... 
shows designers of automatic transmissions how 
Timken bearings help solve basic design problems. 


COAST ABC's 


"ON THE COAST you can't get away from ABC." 
That's the BBDO-—developed theme now plugging the 


Pacific Network of American Broadcasting Co., 
It is dramatized by pictures and captions 
Ss big audiences in towns outside 

A good example of BBDO 

the campaign is prepared 


point out ABC' 
metropolitan orbits. 
inter-office cooperation, 


Inc. 
that 


by BBDO Los Angeles for a BBDO New York client. 
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Appoints Alfred Soman 


Alfred Soman has been named 
sales promotion manager of the 
National Process Co., New York, 
offset lithographer. He also will 
assist in sales management. 


Ramsey Joins LaCerda Agency 


Mary Ann Ramsey, formerly 
editor of the Philadelphia Maga- 
zine, has joined the public relations 
department of John LaCerda 
Agency, Philadelphia. 


( Advertisement) 


3 Liquid Carbonic Official 


W. A. Brown, Jr., has been named 
vice president and general manager 
of The Liquid Carbonic Corporation, 
Chicago. Mr. Brown says, “I read The 
Wall Street Journal regularly to keep 
mee on news of the business world. 
Brown, like other regular Jour- 
ne readers, knows he will find up-to- 
the-minute reports on the pertinent 
events and situations in business, in- 
dustry and government in this — 
National Business Daily. You will 
find 24,505 vice presidents and 37,635 
general managers, department mana- 
ers and their assistants among The 
) olin daily reading audience of 
233,123. If this audience of business 
leaders is a market for your goods 
or services, The Wall Street Journal 
is your most effective advertising 


medium. 


Census Bureau Will 
Expand Population 
Figures, Forecasts 


WaASHINGTON—The Census Bur- 
eau announced Wednesday a plan 
to expand services to business men 
and others who need population 
estimates for marketing analysis 
and other purposes. 

The plan, described by acting 
Census Director Philip M. Hauser, 
calls for a special population esti- 
mates and forecasts unit as a 
center for specialized technical ad- 
vice and assistance. 

Mr. Hauser. who once was as- 
sistant chief statistician of the 
population division, explained that 
consultative services are currently 
provided only on a limited scale. 


ws He reported a rapidly increasing 
demand for population estimates 
from public authorities, market 
analysts, business firms and others 
who need population data in plan- 
ning their activities. 

In addition to the technical as- 
sistance it will offer, the new unit 
will prepare the official govern- 
ment population forecasts and will 
study ways of improving existing 
methods of estimating and fore- 
casting. 

The unit will be under the di- 
rection of Dr. Henry S. Shryock. 
assistant chief of population. 


Premium Exhibit Planned 


The Premium Advertising As- 
sociation of America will sponsor 
a premiums and advertising spe- 
cialties exposition to be held Sept. 
26-30, 71st Regiment Armory, 34th 
and Park Ave., New York. 


Lux Clock to Hopper Agency 

Schuyler Hopper Co., New York, 
has been named to direct the ad- 
vertising, merchandising and sales 
promotion of Lux Clock Mfg. Co., 
Waterbury, Conn. 
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‘GREATEST FILM EVER’—That’s the claim, fortified by a money-back guarantee, ad- 


vanced by Palmer Chemical Co., Georgetown, Tex., for its new plastic-base 
polish in this introductory newspaper page in Dallas. Retailers and jobbers are 
listed. 


Calgon Will Use 
Magazines, Papers 
in Fall Ad Drive 


PITTSBURGH—Calgon Inc. will use 
its first large-space copy in mag- 
azines boosting Calgon water neu- 
tralizer when it opens its fall cam- 
paign late this month. 

Ads in October and November 
issues of Good Housekeeping and 
Parents’ Magazine and the No- 
vember issue of Ladies’ Home 
Journal will feature recommenda- 
tions for Calgon by makers of 
automatic and standard washing 
machines, and by producers of 
textiles, dishes, lingerie, silver- 
ware and glassware. 


spearhead local market campaigns. 
and full-color point-of-sale dis- 
play material, window streamers 
and folders also will be used. 

Ketchum, MacLeod & Grove, 
which has the Calgon account, has 
scheduled ads in a variety of trade 
publications as part of its dealer 
drive. 


Wile Plans Co-op Drive 

M. Wile Co., Buffalo, manufac- 
turer of Don Richards men’s cloth- 
ing, will launch a cooperative fall 
and winter advertising campaign 
this week. Emil Mogul Co., New 
York, is the agency. 


To Fashion Advertising 

Sandy Wilson, formerly copy 
chief of Chernow Co., has joined 
Fashion Advertising Co., New 


Insertions in 106 newspapers will 


York, in the same capacity. 


Advertising Age, September 5, 1949 


1-Way Beer Bottle 
Ads Start in N. Y. 


New YorK—The latest concen- 
‘rated promotion of the one-way 
beer bottle by the Glass Container 
Manufacturers Institute is running 
currently in New York with a 12- 
week advertising schedule calling 
for weekly insertions of 800 lines 
‘in each of New York’s major even- 
ing newspapers and 600 lines in 
foreign-language and labor papers. 
Foote, Cone & Belding is handling 
the account. 

Layouts for the ads here are 
similar to those that have proved 
successful in other large markets. 
These feature a humorous cartoon 
illustrating the convenience of no- 
deposit, no-return boitles (AA, 
June 27). 

Brewers in this area are intensi- 
fying their own promotional activ- 
ity to tie in with the institute's 
campaign. Jacob Ruppert is intro- 
jucing a carry-home carton of six 
one-way bottles, the first to be used 
sv 2 local brewer, although brew- 
ers from other states have been 
shipping such containers into the 
local market. 

Among the brands featured in 
conjunction with the current cam- 
dyaign are Beverwyck, Blatz, Bud- 
veiser, Carling, Hamm, National, 
Piel, Rheingold, R&H, Ruppert, 
Schaefer and Trommer. 

In preparation for its New York 
drive, the institute undertook a 
comparative study of beer-hand- 
ling costs at retail and wholesale 
levels. It showed that retailers can 
save 1l¢ to 18¢ per case by hand- 
ling non-returnables, while whole- 
salers can realize a saving of about 
5¢ a case. 


Toler Forms Service Agency 
John Harrison Toler, formerly 
head of “Amusement Center,” 
now defunct, has formed a sales 
and service agency, Harrison To- 
ler Co., at 225 N. Michigan Ave., 
Chicago, to represent a group of 
eastern and western publishers 
of recreational business papers 
through the central states. The 
new company will represent Better 
Theatres, Fame, International Mo- 
tion Picture Almanac, Motion Pic- 
ture Daily, Motion Picture Herald 
and Theatre Sales, published by 
Quigley Publishing Co., New York 


Mactadden Promotes Yellen 

Dwight Yellen, supervisor of the 
field force, has been named as- 
sistant circulation director of Mac- 


fadden Publications, New York. 
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Sept. 11-15. Advertising Specialty Na- 
ional Association, 46th annual conven- 
tion and trade show, Palmer House, Chi- 
ago. 

Sept. 12-13. National Association of 
Magazine Publishers, 30th annual meet- 
ing, Essex and Sussex, Spring Lake 
Beach, N. J. 

Sept. 15-17. Controlled Circulation 
Newspapers of America, annual con- 
vention, Edgewater Beach Hotel, Chicago. 

Sept. 17-18. Seventh district, Advertis- 
ng Federation of America, Baton Rouge, 
La 


Sept. 17-20. Mail Advertising Service 
Association International convention, Con- 
gress Hotel, Chicago. 

Sept. 18-20. Tenth district, Advertising 
Federation of America, Biltmore Hotel, 
Oklahoma City, Okla. 

Sept. 18-20. New York State Publishers 
Association, annual meeting, White Face 
Inn, Lake Placid, N. Y. 

Sept. 21-23. Direct Mail Advertising 
Association, annual conference, Congress 
Hotel, Chicago. 

Sept. 29-30. Newspaper Advertising 
Managers’ Association of Eastern Canada, 
second annual convention, Mount Royal 
Hotel, Montreal. 

Sept. 30. Sixth district, Advertising 
Federation of America, Racine, Wis. 


. Sept. 30-Oct. 2. Inter-City Conference 


of Women’s Advertising Clubs, Cleveland. 

Oct. 6. Export Advertising Association, 
first annual convention on international 
advertising, Hotel Biltmore, New York. 

Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria, New York. 

Oct. 17-18. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, 
Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 


Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 


Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 


Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 


Nov. 13-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 


Pacific National Agency 
Names Charles Wiggins 


Charles K. Wiggins, formerly 
vice-president and general man- 
ager of Tote Engineering Inc., Se- 
attle, manufac- 
turer of metal 
bins for bulk 
transportation of 
flour and other 
commodities, has 
been named to 
the executive 
staff of Pacific 
National Adver- 
tising Agency, 
Seattle. He will 
work with clients 
of the agency’s 
offices in Seattle, 
Spokane and Portland, Ore., on 
point-of-sale merchandising and 
d aler relations. 

Vr. Wiggins was _ previously 
®-cutive vice-president, directing 
m rehandising, sales and adver- 
ts ng for Kirsten Pipe Co., Se- 
at le, for ten years from its forma- 
Ucn in 1938. 


<. K. Wiggins 


Liick Dairy Names Baker 


im Baker Associates, Milwau- 

has been named by Luick 
D iry Co., Milwaukee, a division 
© National Dairy Products Corp., 
“ direct the advertising for Luick- 
S altest dairy products in Mil- 
\ ukee. 


h shards Names Baldwin V. P. 


_“letecher D. Richards Inc., New 
York, has appointed Herbert L. 
\dwin as vice-president. With 
to agency since 1944, he has been 
© ector of research and merchan- 
ding for the past three years. 


Appliance Field Is 
Tough, but General 
Mills Keeps Trying 


WILMINGTON, DEL.—General 
Mills’ grocery products, including 
breakfast cereals, cake mixes and 
soups, met with increased con- 
sumer acceptance the past year, 
but its invasion of the home ap- 
pliance field has raised several 
problems, Leslie N. Perrin, presi- 
dent, reported here before the 
company’s annual stockholder 
meeting. 

Mr. Perrin revealed that General 
Mills has had tough sledding with 
some mechanical division prod- 
ucts, particularly with the Betty 
Crocker Pressure Quick saucepan, 
on which it has discontinued pro- 
duction. Nevertheless, he pointed 
out, the new Betty Crocker toaster, 
now undergoing ‘tests in a few 
scattered markets, will be mar- 
keted on a national basis by Christ- 
mas. And the Tru-Heat iron with 


ironing attachment “is al- 


steam 
ready enjoying a respectable part 
of the national market,” he added. 


ws For the year ending May 31, 
General Mills reported earnings 
over $11,650,000, second best earn- 
ings record in the company’s his- 
tory. 

Chairman of the Board Harry 
Bullis said the board is contem- 
plating “action which will broaden 
the base of company ownership 
and offer employes the opportunity 
to become monetary partners in 
the enterprise.”’ Mr. Perrin said the 
program for employe stock owner- 
ship is under study and may be 
submitted to stockholders in the 
near future, possibly at a special 
meeting. 


2 Name McCann-Erickson 

McCann-Erickson, Bogota, Co- 
lombia, has been assigned to han- 
dle advertising of bathroom equip- 
ment for American Radiator Co. 
and communication equipment for 
Western Electric Co. Newspapers 
will be used for both. 


>, ann 


East-West Television Link 
Promised by Next Spring 


Pacific Telephone & Telegraph 
Co. engineers have declared that 
a television link between the East 
and West Coasts by next spring 
is a virtual certainty. The link 
would tie Portland, Sacramento, 
San Francisco and Los Angeles to 
the East Coast. 

The announcement, made at a 
regional convention of the Ameri- 
can Institute of Electrical Engi- 
neers, did not specify whether 
coaxial cables or microwave relay 
towers would be used, nor which 
route would be followed. 


Two Appoint Hicks Agency 


Hicks Advertising Agency, New 
York, has been appointed to han- 
dle the advertising of “Hall of Art” 
Galleries and Rocke International 
Corp. 


Fuson to Leave WDZ 


James W. Fuson Jr. has resigned 
as general manager of Station 
WDZ, Tuscola, Ill., effective Sept. 
30. He joined the station in Jan- 
uary, 1948. 


49 


Adds Television Book 


Standard Rate & Data Service, 
Chicago, has announced that ef- 
fective Oct. 1 its television section, 
previously listed with radio data, 
will be published as a separate 
monthly book. The new book will 
contain rate and data listings of 
all commercially operating tele- 
vision stations and listings of those 
soon to go on the air, plus the reg- 
ular features of the other SRDS 
books. 


SELF-LIQUIDATING 


PREMIUMS 


SPORTS FEATURES 
* SCORE BOOKS 
* SPORTS SCHEDULES 
* “HOW TO PLAY" STRATEGY 
BASEBALL, BASKETBALL, FOOTBALL, 


WORLD'S SERIES, SOFTBALL, BOWLING 
From 5c to $5.00 


LEONIA NEW JERSEY 


The problem of the 
punch-drunk bee! 


IF Jasper B. (Buzz) Honeybee, 
pick-up man for Home Hives, Inc., 
looks down on a field of lavender 
blue blossoms, he says “‘Aah-aah! 
Alfalfa” ...and hightails out 
of there. Alfalfa is alluring, 
but anti-social! The column 
carrying its nectar and pollen 
is held under tension by two 
lower petals, which part under 
the pressure of the bee’s proboscis 


... Up springs the column, socking the bee 


on the beezer! The wild bees were tough, could take 


the thumping. The domesticated variety won’t! 


Now the bees are boycotting alfalfa in a big way. Alfalfa 
seed yield has dropped from 10 to 1.5 bu. per acre, threatening the 
15 million acre crop of alfalfa, worth $837 million annually, plus $26 
million in seeds! ... Because the bee brings pollens which fertilize the 
blossom. No bees, no blossoms, no seeds, no alfalfa! And ag scientists are 
anxiously seeking an alfalfa strain which won’t commit race suicide! 

It’s a serious problem to profitable farming... if an amusing story for 
advertisers. Read ‘The Problem of the Punch-Drunk Bee,” by Jim Rathburn, 


SUCCESSFUL FARMING, 


ar 


September issue, page 47. 


nde 


Alfalfa blossom packs a punch ; 
when tripped by toothpick j 


The problem of the untapped market. .. is also serious—for advertisers who neglect the vast new 


sales potential of the country’s prosperous farmers. Not all farmers are prosperous—but the fifteen Heart 


States, favored with the best soil, climate and growing season, hold most of our national farm prosperity .. . 


the best farmers with the best methods, largest investments in land and equipment, highest yields and profits! 


... In the Heart states alone, almost a million of SuccessFUL FARMING’s 1,200,000 selected subscribers averaged 


average... one of the world’s best class markets today— 


SUCCESSFUL FARMING. . 


facts available at any SF office!... 


close to $10,000 in gross income for ’47 and ’48—$4,000 above the US farm 
and sparsely tapped by 


general media. The bulk of this best farm market is SuccessruL FARMING’s.. . 


. Des Moines, New York, Chicago, Cleveland, 


Detroit, Atlanta, San Francisco, Los Angeles. 
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Cadillac, M‘'Manus and 
Adams: a 40-Year Saga 


Two Copywriters in Four 
Decades Sell Desire for 
Cadillac Ownership 


By MILLER HOLLINGSWORTH 


Detroit—This is the advertis- 
ing story of a motor car that has 
become an international symbol of 
personal success and attainment— 
and of an advertising man who has 
dedicated a substantial portion of 
his life to the building and per- 
petuation of that reputation. 

The motor car, of course, is Cad- 
illac; and the advertising man is 
James R. Adams, president of Mac- 
Manus, John and Adams Inc., De- 
troit. 

The Cadillac account has been 
handled by a single agency for al- 
most 40 years, although there have 
been reorganizations and changes 
of name. And in all that time the 
copy has been written by only 
two men. 


s The late Theodore F. MacManus 
covered the first half of the period, 
during which he wrote for Cadillac 
the famous ad, “The Penalty of 
Leadership,” regarded by many 
as the greatest piece of advertis- 
ing copy ever written. 

Mr. Adams succeeded Mr. Mac- 
Manus on the account and has 


let it alone.” 

Mr. Adams has but a single pur- 
pose for Cadillac copy: He wants 
it to guide every boy and girl in 
America to a deep-seated desire 
to own a Cadillac. 

In season and out of season, re- 
gardless of the Cadillac that is 
being built currently, Adams’ ad- 
vertising objective never varies. 
He is constantly working with de- 
vices and techniques, but he never 
tampers with his purpose. 


s In his own mind, he recognizes 
no competitor for Cadillac save the 
general economic situation. 

“Naturally,” he says, “the ob- 
jective that we have in mind is a 
big one and a broad one. A boy 
has to grow up believing many 
things about a motor car before it 
becomes his one automotive ‘ob- 
jective in life. 

“People are selfish—and it is a 
good thing that they are, because 
it is the basis of our civilization. 
People have to want things before 
they will do things. And a man 
wants many things in a motor car. 


es “We think that he wants first 
to have his car serve as a mark of 
distinction. The average person 
buys the very best automobile he 
ean fit into his economic con- 
science. 


— 


LOOKING THEM OVER-—James R. Adams, president of MacManus, John & Adams, 
looks over some of the 1949 Cadillac advertising, all of which he wrote. 


penned every major Cadillac ad- 
vertisement since the fall of 1930. 

The two men, who worked to- 
gether for a few years before Mr. 
MacManus’ retirement, always saw 
eye to eye on Cadillac advertising, 
and shared the actual writing for 
about a year. And Jim Adams says 
the greatest compliment he ever 
had was when Mr. MacManus said 
to him once: “I have been reading 
a Cadillac ad and I can’t tell for 
the life of me whether you wrote 
it or whether I did.” 


e@ When Mr. Adams _ succeeded 
wholly to the job of writing Cad- 
illac advertising there was 
change in strategy, no search for 
a new approach. He simply went 
on trying to do what Mr. Mac- 
Manus had so long been doing. , 

It is no overstatement to say that 
big, genial Jim Adams lives, eats, 
breathes and rides Cadillac. At 51, 
he is creatively more active and 
productive than at any time in his 
life—and that is saying a great 
deal, for he has written well over 
a million dollars worth of adver- 
tising that has actually found its 
way into print. 

In addition to Cadillac copy, 
which he does virtually in its en- 
tirety, he is creatively active on 
the agency’s other major accounts, 
especially Pontiac. 


ws He is the essence of candor and 
simplicity and these personal char- 
acteristics show in all his work. 
“If you are afraid to say some- 
thing,” he keeps telling his younger 
men, “don’t hint at it. If it is too 
hot to handle without gloves, just 


“Consequently, we miss no op- 
portunity to emphasize that the 
man who drives a Cadillac is in a 
class apart. Sometimes we inti- 
mate this quite frankly, as in a 
newspaper advertisement soon to 
appear which carries the head- 
line—‘He’s Drivinc His Letter of 
Introduction! ’ 

“We know, too, that a man 
wants safety in his motor car, so 
we write an advertisement with 
the headline—‘Worth Its Price in 
Peace of Mind!’ 


es “We know that he wants su- 


no | 


perior performance, in all its 
phases—so we use such headlines 
as ‘It Adds a Hundred Miles to 
the Day!’; ‘Where Sixty Minutes 
Seems But Half an Hour’; ‘Quick- 
est Way to Improve a Highway!’ 
“We know that he wants de- 
pendability and long life—and so 
|we write a message around the 
| headline—‘Its Lifespan Has Never 
| Been Measured!’ 
| “But whatever the headline or 
|whatever the basic theme of the 
| message, we never cease trying to 
‘establish the fact, both by what 
iw say and by the manner in which 
we say it, that a Cadillac car is a 
distinction to possess and a pleas- 
| ure to own.” 


a Mr. Adams’ associates say that 
/ the secret of his success in adver- 

tising is that he so sincerely be- 
lieves what he preaches. Born on 
|a little farm in southern Indiana, 
|from which he rode (sometimes a 
| horse and sometimes a mule) to 
| high school four miles away, Jim 
, Adams readily admits he never got 


over the thrill of his first ride in 
an automobile, and believes with 
all his heart that everybody ought 
to try to own a Cadillac. He feels 
it would add something tremen- 
dous to their lives. 

“Cadillac isn’t just an auto- 
mobile,” he says. “It is a way of 
life. It tones up your whole view- 
point on things when you look out 
at the world from behind the 
wheel of a Cadillac. You would 
really be surprised what it does to 
some people.” 

Certain it is that Cadillac has no 
more enthusiastic owner than the 
man who writes its advertising. 
He averages about 25,000 miles a 
year behind the wheel of his Cad- 
illac, and every mile he drives he 
has a notebook and pencil in the 
glove compartment. 


s Most of his ideas for adveriising 
copy come to him as he drives, and 
it is not at all unusual for him 
to swing over to the side of the 
road and write for a while. His 
wife can take shorthand and he 
dictates ideas to her whenever she 
is riding with him. “ 

He has a year-round lodge in 
the Huron National Forest about 
200 miles north of Detroit and he 
drives his Cadillac up there more 
weekends than not. Most of his 
finished copy is either written 
there or at his home. 

He says he can’t write at the of- 
fice any more because there are 
too many interruptions. He used 
to do a great deal of writing at 
night, but his doctor made him 
stop because he didn’t sleep well 
afterwards. 


ws He likes, and always tries to 
get, his headlines and basic ideas 
at least a month before he writes 
his copy. 

Early last year he took a new 
Cadillac off the assembly line and 
drove it to California in search 
of headlines—and it was out of 
this trip that came most of the 
Cadillac copy now appearing in 
the newspapers. 

Asked why Cadillac channels 
80% of its advertising into news- 
papers, he referred to the answer 
often given by Don Ahrens, “who 
has been Cadillac’s general sales 
manager for almost all the years 
that I have written the advertis- 
ing.” 

“We use newspapers,” Mr. 
Ahrens explains, “because we want 
to sell the idea from the kids up 
that a Cadillac is the ultimate in 
motor cars. You can’t tell when you 
see a bunch of kids playing on a 
vacant lot which one will reach 
the top, and we want that boy to 
be constantly looking forward to 
the day when he can park a Cad- 
illac in front of his home. 

“You never know where the eco- 
nomic lightning will strike, but 
we want to be there when it does.” 

Cadillac’s top newspaper size 
ads this year are 108 inches, six 
columns on 18. Mr. Adams points 
out that this size is not an ac- 
cident. 


w “One day about a year ago,” he 
says, “I walked into the office of 
Harvey Luce, our executive vice- 
president, and found him folding 
and unfolding various newspaper 
pages. 

“‘T’m working on a Cadillac lay- 
out,’ he said. 

“Naturally, since I couldn’t see 
any layout paper or pencils, I 
wanted to know just where he ex- 
pected to get with the matter of 
layouts. Then he told me what he 
was up to—and it was very in- 
teresting. 

“He was determining the proper 
size, and physical arrangement, so 
the fold in the paper would not 
hit the headline, the car illustra- 
tion, or the copy. If you follow the 
Cadillac advertisements in the 
metropolitan papers you will see 
that he found what he was after. 
We usually avoid that crease.” 


ws Perhaps the most outstanding 


a ive 


, ti « almost imposible for « persan whe has 
VW vuurd and driven « € alitlae to find 


rnmpicte satigbaction af the wheel of any other car 


DESIRE UNDER THE WHEEL—A forthcoming Cadillac full-color magazine page 
which makes no secret of the desire appeal built into all Cadillac copy. 


characteristic of Cadillac copy is 
its directness and simplicity. This 
year’s Cadillac copy is a classic ex- 
ample in this respect. 

Each advertisement has a central 
theme, or contention, and when 
this is stated the copy stops. Mr. 
Adams says that more people have 
queried him about this aspect of 
Cadillac advertising than any 
other. Many advertising men won- 
der, he says, why he doesn’t use 
more factual information about 
the car. 

“John Gordon, who is general 
manager of Cadillac, gave the per- 
fect answer to that question re- 
cently,” Mr. Adams says. “Mr. 
Gordon, like so many of his asso- 


Date Mem ond tow) 


AFTER ALL—An example of Cadillac news- | 


paper copy, which sells the Cadillac idea 
to all segments of the population. 


ciates, has grown up with Cad- 
illac. As a matter of fact, he never 
got a pay check that wasn’t signed 
by Cadillac. So he is deep in the 
Cadillac tradition and is under no 
illusion as to why people buy our 
cars. 

“Someone asked him why Cad- 
illac does not place more advertis- 
ing emphasis on a certain me- 
chanical unit we have in the car. 


a “‘Well,’ Mr. Gordon said, ‘if 
we advertised that we would have 
to advertise our axle and our 
springs and our brakes, and a host 
of other things, because we feel 
that everything about the car is 
equally outstanding.’ ” 

Mr. Adams’ favorite contention 
about advertising, and one that 
can be traced easily in Cadillac 


copy; is to the effect that the buy- 


ing urge is a selfish urge, and that 
if one wants to sell something one 
will have to promise to do some- 
thing for the buyer. 

Cadillac copy, Mr. Adams says, 
is constantly promising to make 
people proud, to make them happy, 
to make them comfortable, to 
make them safe, and to make 
them distinctive. 

In his book “More Power to Ad- 
vertising,” he says: “Pride is a 
great urge to action; but remem- 
ber, the pride must be on the part 
of the buyer. On the part of the 
seller, it is vanity.” 


@ Cadillac has one other char- 
acteristic which many advertising 
men have noted and which Mr. 
Adams considers one of its most 
valuable assets. It has what virtu- 
ally amounts to its own vocabu- 
lary. 

Over the years, both Mr. Mac- 
Manus and Mr. Adams have used 
certain words and combinations 
of words until a finished Cadillac 
advertisement is almost a trade- 
mark. This not only applies to the 
actual words employed, but to the 
tone of the copy as well. Generally 
speaking, a Cadillac advertisement 
sounds like—*a Cadillac advertisc- 
ment. 


@ Cadillac’s current magazine a‘- 
vertising is wholly different from 
the newspaper copy—except in ts 
objectives. 

It has a pictorial device which 
has occasioned worldwide co- 
ment, not only for its uniquen 
but for its effectiveness. 

As everyone knows, Cadillac's 
emblem consists of the Cadi! ac 
crest, mounted inside a wide ch 0- 
mium V. 

In the current magazine adv 
tisements, the V is eliminated «1d 
the crest is photographed insid: a 
series of world-famous neckla: °s, 
formed to represent a V. The f ’st 
necklace used was the $1,000, 
Alexander II emerald, owned Dy 
Cartier. 

Succeeding ones have been 
diamonds, amethysts, sapphi 
and diamonds, diamonds and 
bies, and other rich combinati 15. 


ss 


@ Jack Frost, the agency’s art 
rector on the Cadillac account, 
taken many bows for originat 
this idea, which has develo) © 
unusual interest. For example 2 
recent Starch study of The Sat 
day Evening Post showed a C: 
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lac ad receiving the highest 


core for “noted” in the entire 
1agazine for both men and 
romen—nosing out even the 


lamorous ads addressed entirely 
‘o female readers. 

Mr. Adams is insistent that the 
asic ingredient in any success 
the agency has enjoyed in hand- 
ling the account is due to the cli- 
ent and to the client’s attitude to- 
vard the agency and its work. 

“IT have often said that if we 
haven’t done a good job for Cad- 
illac, we have only ourselves to 
blame,” he says. “No agency in 
the business could possibly have 
had more help or more encourage- 
ment from its client. And don’t 
forget that word encouragement. 
It’s important!” 


McCann-Erickson Names 
Lane to Head Radio, TV 


Thomas H. Lane, vice-president 
of McCann-Erickson, New York, 
has succeeded Lloyd O. Coulter, 
resigned, as head of radio and tele- 
vision for the agency. Previously 
vice-president of Rexall Drug Co., 
Mr. Lane joined McCann-Erickson 
in May as a vice-president. Before 
joining Rexall, he was director of 
advertising, press, and radio for 
the U.S. Treasury Department. 

Mr. Coulter has been with Mc- 
Cann-Erickson for the past 17 
years. 


Mayers Co. Named by Three 


Glendale Federal Savings & 
Loan Association, Glendale, Cal., 
Lighting Fixtures Industries of 
Southern California, and Kelly 
Pipe Co., Los Angeles, have placed 
their advertising with Mayers Co., 
Los Angeles. Newspapers, out- 
door and direct mail will be 
used by Glendale Federal; trade 
publications, newspapers and di- 
rect mail by Lighting Fixtures As- 
sociation, and trade publications, 
farm papers and direct mail by 
Kelly Pipe. 


Stacor Names Moss Agency 


Stacor Equipment Corp., New 
York, has retained Moss Associ- 
ates, New York, to handle adver- 
tising and promotion for a new 
television turntable, using spot 
video over WABD. The device per- 
mits table sets to be shifted in any 
direction to face the audience. 


Appoints Ellsworth Agency 


General Copper & Brass Co., 
Philadelphia, has named Harry 
Morris Ellsworth Advertising, 
Philadelphia, to handle its adver- 
tising. Trade publications and di- 
rect mail will be used. 


The Eye and Ear Dept. 


time-worn formula. 


his stuff 
on TV Teen Club show. 


Paul Whiteman does 


a warm sympathy. 


Most amateur “hours” follow what has become, by now, a 
The amateurs compete-they provide a 
series of acts. Then they are brought back, the audience denotes 
through its applause which act it preferred, the applause is 
registered on a meter, and the winner is announced. 

Invariably kids have the edge 
over adults, 
micks have it over acts with real 
talent. 

Thus over radio. Over TV the 
kid appeal and the gimmick appeal 
come through more vividly to the 
unseen audience. 

Godfrey’s Talent Scouts, the Ted 
Mack show, Horace Heidt, 
Whiteman’s teen-ager show—all fol- 
low the same formula. About the 
only difference is the quality of the 
entertainment and the personality 
of the emcee. But even these fade 
into a dull and all-enveloping gray 
with the application of the formula. 

Nevertheless, there is a fascina- 
tion to amateur hours that does not 
attach to professional entertainment. 
The latter may be more gratifying 
to watch. But the amateur hour 
quickens the imagination and holds 
the hopes of everybody who was 
ever stage-struck. For in every amateur, every one of us who has 
ever been stage-struck—and that must include all of us—can 
see himself, striving for the top rung on the ladder and not being 
quite able to make it. The professional performance can excite 
envy and occasionally admiration. The amateur performance can 
stir ridicule on the surface, but deep down it necessarily wakens 


Why, then, don’t sponsors of amateur hours capitalize on the 
basic heart-opening quality of their shows? Why don’t they ap- 
proach their commercial message as humbly and courageously as 
the amateurs approach the microphone? It is this Department’s 
feeling they could make considerably more hay if they did. 


and acts with gim- 


Paul 


‘Sailing South’ Launched 


A new monthly magazine, Sail- 
ing South, devoted to water pas- 
time activities of the Gulf of Mex- 
ico, the West Indies and the inland 
waterways of the South, has 
made its debut in Galveston, Tex. 
Forrest Lord, publisher of the 
Florida Farmer, is editor and pub- 
lisher. Anthony Fertitta is chair- 
man of the board, and Jack Hamil- 
ton, formerly with the Fort Worth 
Press, is business manager. 


American Wood Type Moves 


American Wood Type Mfg. Co., 
New York, has moved from 270 
Lafayette St. to larger auarters at 
35 W. 3rd St., to complete an ex- 
pansion program covering 18 
months and costing $200,000. 


Plugs New Washing Machine 


S. W. Farber Schedules 
Fall Magazine Campaign 


S. W. Farber Inc., New York, 
manufacturer of aluminum cook- 
ing utensils, will launch a fall 
campaign in three national maga- 
zines for Farberware stainless steel 
cooking ware. 

First Farberware half-page ads 
in color will break in Life Oct. 16 
and in The Saturday Evening Post 
Oct. 29. Bride’s Magazine will car- 
ry half pages in black and white 
in fall and winter issues. Posner- 
Zabin Advertising, New York, | 
handles the account. 


Sun Products Names Agency 


Sun Products Corp, Waco, Tex., 
has named Southwest Advertising 
Agency, Waco, to direct the adver- | 
tising of its Easy Monday—instant 
liquid starch. Newspapers in the 
Southwest and Midwest will be 
used. 


Butler Joins Buchanan 


John H. Butler, formerly with 
Botsford, Constantine & Gardner, 
San Francisco, has joined the San 


Francisco staff of Buchanan & Co. 
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Joins Van Diver & Carlyle 


Arthur A. Judson, formerly vice- 
president of Seidel Advertising 
Agency, New York, has joined Van 
Diver & Carlyle, New York, as an 
account executive. 


Montreal Adclub Names 


William McLean Hamilton has 
been named club manager of the 
Advertising and Sales Executives 
Club of Montreal. 


WHAT’S GOING ON? 


@ Manulacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 


BUSINESS op FARM GENERAL 
WR pavers WW macazines 


PAPERS 
343 Se. Dearborn St., Chicago 4 


Coffield Washer Co., Hamilton, 
Ont., will use radio for the first | 
time to introduce a new model 
washing machine with a special 
safety-type wringer. In addition 
to singing commercials, scheduled 
for a list of coast-to-coast stations, 
advertising in national magazines 
and roto sections of weekend pa- 
pers will stress the construction 
of the safety wringer. E. W. Rey-| 
nolds Ltd., Toronto, is the agency. 


Foster Nanies Elvin 


Robert C. Elvin, formerly ac- 
count executive in the Toronto 
office of Harold F. Stanfield Ltd., 
has been named an account ex- 
ecutive in the Toronto office of 
Harry E. Foster Advertising. 


GROCERY 
INVENTORY 


The food story in the 
San Francisco Bay Area is told 


every month in our 


Inventory ... It’s just one of 
our services to advertisers. 


SAN FRANCISCO 


Northern California's Newspaper Number One 


Grocery Store 


EXAMINER 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


VUEPAK selling idea: 


u ti ee, ; 


hy 


Use “sample size 
packages of VUEPAK 


to sell soap, cosmetics 
...or what have you? 


Here are exciting Vuepak suggestions that some en- 


terprising manufacturer. . . 


department .. 


or his sales promotion 
. is going to use to speed sales, increase 


profits in today’s buyer market. 


Sample-size containers of Vuepak “sell” cigarettes, 


cosmetics, soap. . 


. or what have you? ... when dis- 


tributed free at stores, lectures, exhibits, plant tours; 
or when used by guests at hotels, restaurants, clubs. 


Also, for your new product: a sample-size package 
in transparent Vuepak attached to the regular-size 
package shows customers what the new product looks 
like, gives them opportunity to try the sample and 
return the full, unopened package if not satisfied. Or, 
sparkling, sanitary Vuepak puts you one sales-jump 
ahead of competitors where a single small purchase 
(such as pharmaceuticals) is completely exhausted 
after a single use. 


Whatever your product, investigate transparent 


Vuepak now for new selling ideas. . 


Economical unit packages like the one shown here 
have been developed from Monsanto Vuepak by 
Plastic Artisans, Inc., White Plains, New York, and 


are adaptable 


to fast packing methods. If desired, 


printing may be carried on the transparent sliding top. 


For full information on these and other packages fab- 
ricated in Vuepak, clip the handy coupon. 


Name 
i Company 
“ ham Address 
SERVING INDUS:RY... , 
WHICH SERVES MANKIND City 


MONSANTO CHEMICAL COMPANY, Plastics Division 
Dept. AAP5, opringfield 2, Mass. 


+ 

. 

Please send me your booklet. “Package in Plastics’. c 
Title . 

~~ 

__ 

+ 

—— © 

Zone State 6 

. 


Vuepak: Reg. U.S. Pat. Off, 


. and new profits. © 


—— 
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113 Companies Hold 
50% of All Capital 
Assets, Says FTC 


WasHINGTON—The Federal Trade 
Commission has told House inves- 
tigators that 113 companies hold 
nearly half of the total capital as- 
sets of all U. S. manufacturing cor- 
porations. 

The companies, each valued in 
excess of $100,000,000, were in 
26 industry groups. Their $16,093,- 
000,000 of capital assets was 46% 
of all U.S. manufacturing assets. 

The degree of concentration 
varied by industry, from tin, where 
a single company holds 55.2% of 
the industry’s entire capital assets, 
to woolen and worsted goods, 
where the largest company held 
only 16.7% of the assets. 

FTC found 13 industries where 
three companies controlled 60% or 
more of total capital. These “ex- 
tremely concentrated” industries 
were: Aluminum 100%; tin cans 
95.3%; linoleum 92.1%; copper 
smelting and refining 88.5%; ciga- 
rets 77.6%; distilled liquors 72.4%; 


Me ‘igi 


in every 
dozen 


ip 


plumbing equipment 71.3%; rub- 
ber tires 70.3%; office machines 
69.5%; motor vehicles 68.7%; bis- 
cuits, crackers and pretzels 67.7%; 
agricultural machinery 66.6%, and 
meat products 64%. 


s “High, though not extreme, con- 
centration” (per cent of control 
by six companies): Glass and 
glassware 69.9%; carpets and rugs 
66.3%; dairy products 66.3%; pri- 
mary steel 63.4%; industrial chem- 
icals 62.8%, and aircraft and parts 
60.4%. 

“Moderate concentration”: Elec- 
trical machinery (14 firms) 60.1%; 
grain mill products (14) 56.6%; 
drugs and medicines (14) 53.8%; 
canning and preserving (15) 
59.2%, and footwear (15) 57.5%. 

The report was submitted to the 
House judiciary subcommittee 
studying legislation to strengthen 
“anti-monopoly” laws. 


Names Pacific National 


G. & R. Laboratories Inc., Seat- 
tle, maker of Floradent toothpaste, 
containing fluorine, has named 
Pacific National Advertising Agen- 
cy, Seattle, to direct its advertis- 
ing. Newspapers and radio will be 
used. The company has expanded 
its initial distribution from the 
Puget Sound area into Oregon. 


Selmor Appoints Scofield 


James H. Scofield, president of 
Three Dimension Advertising Inc., 
Chicago, has been named western 
sales agent for Selmor floor dis- 
plays made by Hinde & Dauch Pa- 
per Co., Sandusky, O. Mr. Scofield 
will continue to operate his own 
business. 


Gets Luggage Account 

Platt Luggage Inc., Chicago, has 
placed its advertising with Edw. A. 
Grossfeld & Staff, Chicago. Na- 
tional, trade and point-of-sale pro- 
motion for the Christmas season is 
being planned. The magazine 
schedule will include Fortune, 
Holiday and Vogue. 


VY 


Nashville Chamber of 
Commerce figures. 


AUNIRVENL PIASIDS 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


PANS FETA gl ULE 


The '’MONEY TOWN” of the South 


add more than 


$5,000,000 


annually to the 
buying power of 
the “Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


tional campaigns. 


to paint.” 


paint. 


The Creative Wan: Corner 


The Corner has been interested in the recent institutional 
campaign undertaken by the National Paint, Varnish and 
Lacquer Association—as he is interested by most institu- 


The institutional campaign, per se, is an interesting prob- 
lem in advertising—because, generally, its object is to sell 
an idea rather than a product. Where product advertising 
gives the reader something to do (go out and buy the pro- 
duct), institutional advertising frustrates him in this direc- 
tion. It seldom even asks him to write a letter if he agrees 
with the sentiments expressed in it. 

Perhaps because of this, there seems to be a temptation, in 
writing institutional advertising, for a copywriter to ser- 


Big man m television! 


The some scenmer whe dosge ovine ® . oe bt ahve tty 


monize or go literary—to bat out a lot of beautiful words to 
fill in the space under an equally beautiful illustration. 

The Corner assumes that the object of the P, V and L As- 
sociation advertising is to induce more people to refurbish 
their diggings. Certainly it can’t want them to re-do their 
television set. Yet, only in the final paragraph of a rather 
longish piece of, prose does it get down to brass tacks, to 
state that “with replacement and repair costs so high, this 
is a good time to remind yourself: It always costs more not 


Apparently another objective is to acquaint the public 
with the fact that paints, varnishes and lacquers have also 
been vastly improved. But the end object must be to get 
them to paint—since only the sale of paint can pay for the 
advertising. Might it not be more practical, then, he wonders, 
to drop the editorializing and get down to telling the reader 
—in terms of his everyday life—why and what he ought to 
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CJIB Appoints Lancaster 


Sid S. Lancaster, sales manager 
of Radio Representatives Ltd., 
Toronto, has taken over the man- 
agement of Station CJIB, Vernon, 
B. C., effective Sept. 1. He also has 
been named a director of Interior 
Broadcasters Ltd., operator of 
CJIB. 


Purchases ‘Fashion’ 


Passing Show Publishing Co., 
Montreal, publisher of the Mon- 
trealer, has purchased Fashion 
Magazine and will combine the two 
in one new magazine, to be called 
the Montrealer with Fashion. The 
first issue will be out this month. 


Marketers Set Meeting 


The Miami Valley Industrial 
Marketers will meet Sept. 13 at 
the Van Cleve Hotel, Dayton. Al- 
fred H. Roth, manager of advertis- 
ing and sales promotion of Town- 
motor Corp., Cleveland, will ad- 
dress the group. 


Appoints Brookman 


Jerome J. Brookman has been 
appointed eastern representative 
for the New England and Mid- 
Atlantic states by Radio & Elec- 
tronic Jobber News Inc., Cleve- 
land, publisher of Jobber News. 


Sargent Appoints Dyer 

Thomas G. Dyer has been ap- 
pointed promotion manager of 
Sargent & Co., Des Moines, feed 
manufacturer and distributor. 


Advertising Age, September 5, 1949 
Insecticide Sales 

in 100 Markets Pay 
for Ads First Day 


Denver—Chemical Corp. of Co! - 
orado reports “amazing results” 
from a series of full-page news- 
paper ads boosting Colorado .44, 
its new Chlordane insecticide. 

The company ran editorial-sty|e 
copy in more than 100 dailies in 
the Rocky Mountain states, South 
Dakota, Texas and Oklahoma, and 
liquidated the cost of the adver- 
tisement in each city with the first 
day’s sale of the product. 

Total promotion cost was about 
$10,000. Dealers in each market 
were required to buy a supply of 
stock, ranging in value from $200 
to $2,000, depending upon the type 
of store—thus underwriting the 
ad. 

Results were almost instantane- 
ous in smaller towns where the 
ads ran, the company said. One 
dealer in Greeley, Colo., sold out 
his supply three hours after the 
paper was off the press. In Boulder, 
another dealer sold out his stock 
the first day, partly the result of 
a ten-cent coupon offer. 


ws Copy in the ads calls Colorado 
.44, made with Chlordane, the 
“greatest discovery since DDT,” 
and tells how its kills by vapor, by 
contact and by ingestion. Other 
“stories” on the page explain how 
the product kills household, gar- 
den, livestock, poultry and orchard 
pests, as well as grasshoppers, ants 
and moths. 

In addition, the product is said 
to be safe to use, and does not 
cause irritation or blisters when 
rubbed on skin. Plant employes, 
incidentally, are not required to 
take any special precautions. 

Colorado .44 is marketed as a 
spray (at 59¢ per pint); as a 5% 
Chlordane dust (at 89¢ per pack- 
age); as an outdoor spray, and as 
an emulsifiable concentrate. 

Bill Bonsib Advertising Agency 
directs the account. 


Kirsch Names Stanfield 


Kirsch Mfg. Co., Woodstock, 
Ont., manufacturer of drapery 
hardware and Sun-Aire Venetian 
blinds, has named Harold F. Stan- 
field Ltd. to handle its advertis- 
ing. Magazines, trade media and 
point-of-sale material will be 
used. 


Joins Tatham-Laird Agency 


E. J. Conlon, formerly account 
executive of John W. Shaw Ad- 
vertising, has joined the merchan- 
dising staff of Tatham-Laird, Chi- 
cago. 


Stark Joins Bond & Starr 


Harold B. Stark, formerly as- 
sistant advertising manager of W1!- 
liam J. Kappel Jewelry Co., Pit's- 
burgh, has joined Bond & Starr, 
Pittsburgh, as account executive 
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‘Economical FULL COLOR 
BROADSIDES, CATALOGS, 
SALES PRESENTATIONS | 


By Photo Gelatin, No-Screen, Process 
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NAB President 
Re-Sells Worth 
of NAB’s Work 


WASHINGTON—“The protection of 
the broadcaster’s rights; the im- 
provement of the broadcaster’s 
economic status; the enlargement 
of the broadcaster’s influence in 
his community; the advance of the 
art—these are the accomplish- 
ments of an enterprising and able 
staff at the National Association 
of Broadcasters’ headquarters,” 
NAB President Justin Miller wrote 
to a member who asked what 
his station was getting to warrant 
its $480 a year dues. 

Judge Miller outlined NAB’s ef- 
forts to boost station revenue, help 
control costs and provide general 
representation for broadcasters. 
“You may not care whether you 
can editorialize over your station 
or not; you may not care whether 
a judge can punish you for con- 
tempt of court if you broadcast 
news about a murder committed 
in your community,” he said. 

“But the point is that the right 
to editorialize and to broadcast 
the news goes along with broad- 
casting. 


a “When NAB fights to break 
down FCC reports concerning edi- 
torializing and Blue Book bus- 
iness regulations it is, in fact, 
fighting to prevent government 
from getting into a position where 
its eager-beaver bureaucrats can 
impose upon broadcasters the re- 
strictions and abridgements which 
they are already imposing on rail- 
roads and utilities.” 

He said NAB had blocked every 
legislative proposal detrimental to 
broadcasting introduced in Con- 
gress during the past five years. 
He argued that NAB’s “sound, per- 
sistent public relations licked the 
problem” of critics who clamored 
for changes in our system of ra-| 
dio. 

P. S. The member, William 
Holm, WLPO, La Salle, Ill., was 
“sold.” 


‘Economist’ Adds Section 


The Economist, Canton, O., 18- 
year-old shopping weekly, has 
added a special features section, 
called “Signs of the Times.” The 
new addition comprises 40 differ- 
ent departments of news, features 
and editorial items printed on four 
yellow-colored tabloid pages. 


Names Rumsey-Perkins 

Rumsey-Perkins, Chicago, has 
been named to handle the adver- 
ising of the bakery and wire’ 
products divisions of Union Steel 
Products Co., Albion, Mich., man- 
ufacturer of bakery equipment and 
Wire products. 


look tr Up 


in the basic source 


OF MARKET INFORMATION 


Union Uses Outdoor Posters 


Union employes of Boeing Air- 
plane Co. are using outdoor posters 
to build support for the company 
in its fight to retain military pro- 
duction in Seattle. Boeing is under 
pressure from the Air Force to 
move its military production to 
Wichita or another inland manu- 
facturing city. The campaign was 
developed by William T. Hollo- 
man, director of public relations 
for the union. 


Appoints Mattison 


E. A. Mattison has been named 
chairman of a new advertising 
and customer service committee 
for Bank of America, San Fran- 
cisco, in connection with his ap- 
pointment as executive vice-pres- 
ident in charge of development of 
bank services. 


Jam Handy Names Mudgett 


Waldo Mudgett has joined the 
planning control department of 
Jam Handy Organization, Detroit. 
He was formerly with W. W. Gar- 
rison Advertising Agency and was 
sales promotion manager of Liquid 
Carbonic Co., Chicago. 


For further information, call your local telephone business office or see the latest issue of Standard Rate & Dota. 


— Se 


Why Trade Mark Service gets results 


The ‘yellow pages’ of the telephone directories are used 
as a buying guide by 9 out of 10 shoppers. They supply 
buying information in a hurry...tell where to get a partic- 
ular brand... give the names of dealers to select from. 


National advertising in leading magazines (232,300,000 
reader impressions in 1949) continually reminds the 
public how useful ‘yellow pages’ can be. Dealers, too, 
are told in their trade publications of the advantages of 
being identified with the advertised brands they sell. 


Both campaigns mean greater value for national ad- 
vertisers who display their trade-mark over a list of their 
dealers in the ‘yellow pages.’ That’s Trade Mark Service. 
It’s a service that pleases both dealers and customers . .. 
that gives /ocal pull to your national advertising. 
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Unilever to Use AA’s 
Pear's Soap Story 

To the Editor: We are public 
relations counsel for Schieffelin 
& Co., distributor in this country 
for Unilever’s Pears’ soap. As such, 
a request has come to us from Uni- 
lever, England, for permission to 
reprint, with appropriate credits, 
a story which appeared in the June 
13 issue of ADVERTISING AGE on 
Pears’. 

The story referred to appears 
on Pages 56 and 57 and, according 
to the letter received from Eng- 
land, Unilever was impressed with 
the story to the extent that they 
are now requesting permission to 
reproduce the story there for dis- 
tribution to Pears’ agents through- 
out the world. As you probably 
know, it is impossible to bring 


This department is a reader’ s forum. Letters are welcome. 


more than two copies of an Amer- 
ican periodical into that country, 
therefore the necessity of repro- 
ducing the story there. 

I shall appreciate your coopera- 
tion in granting the permission re- 
quested and, needless to say, we 
are singing the praises of ADVER- 
TISING AGE even louder these days 
than heretofore. 

R. J. ROTHEIM, 

S. C. Swanson Inc., New York. 


The Chisel is Working. 
And Is This One Holt! 

To the Editor: The chisel is 
mightier than the pen seems to 
be the concept of some agencies 
and advertisers when requesting 
merchandising cooperation. 

Material is sent out by agencies 
which is absolutely unusable, all 


at the expense of the advertiser, 
and so goes down the drain as 
waste to the annual tune of hun- 
dreds of thousands of dollars, which 
could have purchased good black 
and white space. 

More brain effort behind the 
pen when writing copy, and less 
chisel behind an advertising or- 
der, could produce some excellent 
results, as it has in the past, and 
is doing at present when copy is 
written to sell a product, and not 
just as filler to be followed by a 
request for so-called merchandis- 
ing cooperation, which if granted 
would bankrupt most newspaper 
publishers in less than one year. 

Where does the salesman for 
the advertisers fit in these mer- 
chandising schemes? Does he call 
now only by an appointment ar- 
ranged by newspaper publishers, 
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it pays to use 
both hands 


to measure up 
to the job of selling 
Big St. Louis. 


A truly FITTING effort 
in the nation’s eighth 
largest market calls 

for substantial schedules 


in The St. Louis Star-Times... 


180,120 responsive 


Star-Times reader families 


give you the essential, low cost 
PULLING-POWER you need. 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


@ Do you have an institutional 
story to tell St. Lovisans? Re- 
serve space now in the out- 
standing ‘‘Forward In '50”’ 
edition of The Star-Times com- 
ing December 30, 1949. 


IN 1948 THE SIAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 
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Chart Shows Protit Up By Increasing Ad Budget 


To the Editor: 


Media vendors and producers of advertising 


have been urging advertisers to step on the gas and speed out of 
the sales skid. Management sometimes seems more inclined to 
call in the ad man and tell him to cut ’er down. 

I believe more executives might go along with the speed-up 
theory if they kept their eyes on the main chance. Maybe the fol- 
lowing table will be regarded as a masterpiece of oversimplifica- 
tion, since it is based on arbitrary assumptions, some of them 
incapable of being resolved. Yet the table does illustrate the 
principle of going after what you want (which is to maximize 


profit or minimize loss), 


by allowing the percentages to fall 


where they may, and dealing in absolute terms. 
Take a business which relies in part on advertising to move 


goods. Column 1 below in the 


comparative table shows what 


was happening a year ago. In Column 2 the sales have dropped 
and, as the advertising dollar produced less response, manage- 
ment has pulled in its horns and cut advertising by one-fourth. 

Column 3 indicates what may be expected to happen when 
management has reversed itself, restored the original appropria- 
tion and then increased it by one-fourth. 

Note that the effectiveness of the advertising dollar continues 
downward (as indicated by the higher percentage) but the bus- 
iness makes more money. Is that bad? 

Comparative Table 


Column 1 Column 2 Column 3 
1948 1949 1949 
Average day’s 
sales $1000. $850. $950. 
Fixed expense, or 
cost of opening 200. (20% ) 200. (23%) 200. (21%) 
the doors each 
morning, regard- 
less of volume. 
Labor and Material 
(or Merchan- 650. (65% ) 552. (65% ) 617. (65%) 
dise) and all 
other variables, 
except advertis- 
ing. 
Advertising 40. (4%) 30. (3.5% ) 50. (5%) 
Profit 110. 62. 83. 
RoBert T. HERz, 
Bankers Life & Casualty Co., Chicago. 


equipped only with an order pad 
in which he writes down the or- 
ders already solicited by news- 
papers, as often requested as a part 
of merchandising cooperation? 
Does he also check on the number 
and position of the displays in- 
stalled by the newspapers and re- 
port to his home office or his 
agency so they will know whether 
newspapers are doing a good job, 
or is he out WORKING, fully 
equipped with merchandising ma- 
terial and a knowledge of what 
the agency is doing along the line 
of schedules and copy? 

Let’s have less waste, more good 
selling copy and cut out the horse- 
feathers being thrown in the cli- 
ent’s eyes. 

NEWSPAPER PUBLISHER. 


Fritos Agency Happily 
Turns Cheek to C. M. 


To the Editor: If you were way 
down here in Texas, we would say, 
“Thank you, Pardner.” 

In your issue of Aug. 1, The 
Creative Man’s Corner, you car- 
ried a story that made us very 
happy. You may be interested to 
know that we have had some pe- 
culiar reactions...all of which 
we appreciate...even to other 
agencies assuming that we have 
no idea about what is the score 
and they are seriously besieging 
the Frito Co. for the account. 

The nice client letters that go 
out to these solicitations make us 
grateful because they say some 


nice things about the agency as 
well as the publication that car- 
ried the reproduction of the half 
page for Life. 

Some time when the Creative 
Man has a few spare moments, 
we will be glad to give him some 
information in keeping with the 
things he asked which are en- 
tirely logical, but we do not do 
some of these things because we 
have found out from some ten 
years’ experience that they aren't 
as practical as they might seem 
at first blush. 

So, thanks a lot. We certainly 
do appreciate the break you are 
giving the Frito Co., which is fast 
becoming one of America’s great 
food producers. 

By the way, maybe our good 
friend, the Creative Man, could 
suggest some snappy copy we 
could use in ADVERTISING AGE to 
interest members of the _inte!- 
ligentsia, because we sure would 
like to tell them something about 
Fritos that would cause them to 
want to give Fritos a try. We are 
not mad at potato chips because 
the Frito Co. is one of America’s 
largest manufacturers of them, too, 
but if we can knock any eyes out 
of the potato, we are not going to 
pull our punches if it will he'!p 
sell more Fritos. 

Truly we do appreciate 1‘1¢ 
tremendous interest created by tis 
story. We are not going to vse 
any fancy phrases, cliches or 
mystery to advertise a product t! at 
has developed sales faster thin 


advertising display. 


problem. 


DISPLAYS 


Let us put our diversified facilities to work for you. 

We are creators and manufacturers of eye-arresting displays in 
plastic, wood, metal, wire, tubing, glass, masonite, cardboard— 
we reproduce your copy by litho, screen or letterpress—and we 
combine any of them to produce unusual or seemingly ‘‘screw-ball”’ 


GOT SOMETHING IN MIND? Let us assist in solving your 


PHELPS MFG, CO., TERRE HAUTE, IND... 
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iny other food of its type that we 
cnow about...just plain, good 
\merican talk that even a guy 
rom Texas can understand. 
Thanks again. 
Ray K. GLENN, 
Glenn Advertising Inc., Dal- 
las. 


‘Ear Tortures’ of Radio 
Get a Blast from Listener 

To the Editor: WHEN WILL RADIO 
STOP BLASTING THE EAR DRUMS? 

I've talked to several people 
lately who are just as disgusted 
as I am with the radio practice of 
blasting ear drums with terrific 
fan fares and sound effects. 

Imagine you're sitting comfort- 
ably, too far from the radio to 
turn the volume down or off, and 
suddenly there is a loud sound 
effect or a fan fare that simply 
blasts your ear drums°and just 
about the time your annoyance 
(no reference here to commer- 
cials) is sufficient to make you get 
up and turn the radio down or off, 
the program resumes with an en- 
joyable number of decibels. 

Just why anybody in radio as- 
sumes the right to subject liter- 
ally millions of listeners to ear 
torture is beyond me. How about 
that? 

Frep G. JONES, 

Advertising Manager, Cream- 

ery Package Mfg. Co., Chicago. 


An Insult to Readers? 
This One Thinks So 


To the Editor: Can you insult 
a prospective customer and build 
sales? Note the enclosed appeal 
to pride (?). 

Why would a farm homemaker 
send 25¢ to an advertiser who 


Which got 
re-decorated last 


sl al alee 


..-her living-room, or yours? 
Of course, the farm comes first. But it costs w dttk to re-decorate your own 
lwing-room, with Clara Dudley's help. Send 25¢ for her new color-ides 
book, “Colorama,"’ to Clara Dudley, Color-Scheme Consultan, Dept. CA-9, 
Alexander Smith & Sons Carpet Company, 285 Fifth Avenue, New York 16 


Alexander Smith 


FLOOR-PLAN RUGS BROADLOOM CARPETS 


compared her position in life to 
that of the lowly pig? 

And a good agency collected 
15% from the publisher who ac- 
cepted this insult to his readers. 

Is this good advertising? 

J. R. ARNOLD, 
Englewood, N. J. 
Mr. Arnold is too sensitive. The 


ad strikes us as “cute,” not in- 
sulting. 

a * o 
Booklet Does a PR Job 


for Falls Savings & Loan 
To the Editor: You may be in- 
terested in the enclosed booklet 
which we recently prepared for 
the Falls Savings & Loan Associa- 
ton of Cuyahoga Falls, O., a 61- 
y-ar-old institution which is cur- 
ritly undergoing an extensive re- 
nr odeling and expansion building 
Pp! \gram. 
‘he object was to inform the 
Cc. tomers of the reasons why the 
Cr inges were necessary, to get 
th ir full cooperation during the 
4 .e work is being done, and at 
t)- same time tell a story which 
. uld stimulate new business. 
‘he Falls Savings & Loan Asso- 
© tion believes this booklet is do- 
the trick. Many letters and 
nments have been received 
ut the idea of using cartoons 
{ humorous illustrations on the 
‘er and throughout the book. 
e copy is brief but tells the 
ry adequately. The fact that a 
nimum of copy was used has 
© 0 brought favorable comments. 
HAROLD R. JONEs, 
larold R. Jones Co., Akron. 


Meck Industries’ TV 
Sets to Be Backed 
by Fall Ad Campaign 


PLyMoutTH, Inp.—John Meck In- 
dustries, radio and television man- 
ufacturer, has appointed Frank C. 
Nahser Inc., Chicago agency, to 
direct its account, and will break 
trade and consumer campaigns on 
its line of inexpensive TV receiv- 
ers this fall. 

Newspaper copy in key video 
market areas will feature the com- 
pany’s 16” consolette, which retails 
at $299; a 16” table model for 
$275; a 12” consolette at $249; a 
12” table model at $219; a 10” 
table model for $179; and a seven- 
inch table model and seven-inch 
portable, both priced at $139. 

First ads will emphasize Meck’s 
new manufacturing techniques, 
which _ermit reductions in TV 
set prices. The company also will 
seek to establish additional dis- 
tributorships on a franchise basis. 

In addition to the trade pub- 


lication and newspaper promo- 
tions, an extensive direct mail 
drive will be handled by the agen- 
cy. 


WTMI-TV Boosts Video 
Rates Effective Oct. 1 


Video Station WTMJ-TV, Mil- 
waukee, has issued a new rate 
card No. 5, which increases the 
basic hourly rate from $300 to 
$350, including transmitters and 
studio and film facilities. 

Avoiding the complicated tabu- 
lations of many TV station rate 
cards, the new card says simply: 
“Base charges effective Oct. 1, 
1949: Monday through Friday, 6-11 
p.m.; Saturday and Sunday, 1-11 
p.m.; Monday through Friday, 5-6 
p.m., at three-fourths the base 
charges; all other periods at one- 
half the base charge.” 


Retains Clinton Agency 


Associated Commodity Corp., 
New York, distributor of Belgian 
surplus goods in North._and South 
America, has retained Frederick 
Clinton Co., New York. Newspa- 
pers and national magazines will 
be used. 


Duane Jones Adds 2 Directors 


Duane Jones Co., New York, has 
elected Eugene Hulshizer and Paul 
Werner to the board of directors, 
raising the total membership to 
seven. Both joined the agency in 
1942, Mr. Hulshizer having been 
with Kenyon & Eckhardt, and Mr. 
Werner with Paris & Peart. 


Names Williams & Saylor 

W. C. Burroughs Co., Wilton, 
Conn., distributor of Thread-A- 
Matic automatic needle threading 
devices, has appointed Williams & 
Saylor, New York, as its agency. 


ABC Moves Hollywood Office 


American Broadcasting Co. has 


moved its Hollywood office from| | 


6363 Sunset Blvd. to Television 
Center, Prospect and Talmadge Sts. 
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KTTV Aired 6 Days a Week 


Effective Sept. 11, KTTV, Los 
Angeles, will be on the air six days 
a week, telecasting from Sunday 
through Friday starting at 6 p.m. 
At the same time the station will 
occupy two new studios at 5515 
Melrose Ave. on the RKO lot. The 
new studios will be operated in ad- 
dition to the headquarters and 
studios in the Bekins Bldg., 1025 
N. Highland Ave. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


® tanh ‘ ath 


Arte Corp 
900 Kibby $t., Lime, Ohio, U.S.A. 
| 


“Tredemers: fog US to OF 


THE PROOF 1S IN THE REPRODUCTION! 


622 W. LAKE STREET 
CHICAGO 6, ILLINOIS 
PHONE DEARBORN 22-6375 


PUTTING PEOPLE 
IN THEIR PLACES 


“YOU'VE JUST GOT TO spice each issue with variety, to keep c 
reader interest. And that’s not too hard, because I believe 
the display type should suggest in some way the theme or 
mood of the article it heads. So, we have used P. T. Barnum 
on a story of one company’s centennial, Stencil for one on 
classifying personalities, Stymie Bold with planning and 
graphs. Onyx, Brush, Kaufmann Bold, Spartan Black and 
other ATF faces have all played their parts in our pages, 
sometimes as straight type, other times worked into the 
illustrations. Anything to keep readers interested! There is 
such a wide variety of ATF types to choose from, that the 
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mood of any article always can have its perfect expression.” 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 


Write us on 


GERALDINE LINDER 
Art Director, Ethyl News 
Ethyl Corporation 


will put your name on our mailing list to 
receive Type Specimen folders and other 
material on type and ideas for its use. 


your letterhead and we 
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ANPA Reports 8.2% 
Increase in Newsprint Use 

Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association consumed 2,432,530 
tons of newsprint during the first 
seven months of this year, an in- 
crease of 8.2% over the first seven 
months of 1948, and an increase of 
22.6% over the first seven months 
of 1947. 

July consumption was 313,118 
tons, compared with 291,647 tons 
used during July, 1948, an in- 
crease of 7.4%, and a gain of 
18.7% over July, 1947. However, 
ANPA points out, July of this year 
had five Sundays against four 
Sundays in each of the preceding 
years. Stock of newsprint on hand 
and in transit at the end of July 
rose to 49 days’ supply for the 
average of all daily newspapers 
reporting. 


DuBois Elects Chaffee 


Robert E. Chaffee, president of 
Robert E. Chaffee & Associates, 
San Francisco, publishers’ repre- 
sentative, has been elected to the 
board of directors of Cornelius 


DuBois & Co., New York, market-|" 


ing and opinion research analyst. 
Mr. Chaffee formerly was West 
Coast advertising representative, 
and Mr. DuBois research director 
of Life. Mr. Chaffee will represent 
the Du? sis interests on the Pacific 
Coast. 


“WANTED 


Astute time buyers, that know a e 
good thing when they see it, will 
please contact any Paul Raymer rep- 

@ ‘tesentative about KIOA. As Des @ 
Moines’ only 10,000 Watt* station, 
KIOA will serve you admirably in 

@ tlIowa’s abundant market. Coverage @ 
maps, program schedules, and avail- 
abilities are yours for the asking. 

@ *10,000 Watts day, 5,000 Watts night ae 

10,000 Watts daytime 

5,000 Watts night 

1040 KC 

bd MUTUAL FOR.. ® 

DES MOINES, IOWA 
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‘Agencies’ Agency’ 
Is Jack-of-All-Trades 


‘Virtually Everything’ 
Handled by Big Lannon, 
Roman & Thompson Staff 


By CHARLES DOWNES 


New YorkK—Since the first of 
the year, something new has been 
added to the advertising business 
here. It is the firm of Lannon, 
Roman & Thompson, an agencies’ 
agency. It does virtually everything 
any top-flight advertising agency 
can do except select media and 
contract for time and space. 

Organized, incorporated and 
capitalized by James A. Lannon, 
formerly art director at Foote, 
Cone & Belding; 
Paul Roman, one 
time art director 
at Lord & Thom- 
as; and Murray 
Thompson, re- 
cently a partner 
and sales promo- 
tion manager of 
Couse Labora- 
tories, Newark, 
manufacturer of 
electronic de- 
vices, the new 
company was “out of the red” four 
months after it opened its doors. 

It now has a staff of 30 special- 
ists and seven salesmen. It has 
75 active accounts on its books, 
mostly New York agencies. Be- 
cause of the orders and inquiries 
it has received from out of town, 
it is planning to expand its ac- 
tivities this fall to include Roches- 
ter, Boston, Philadelphia and Bal- 
timore. 


M. Thompson 


ws The partners attribute the suc- 
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youve MISSED IT... 


IN METROPOLITAN 


OAKLAND 


—if you’re not advertising in the 
Oakland Tribune. 


The ‘‘Billion Dollar Market’ of the 
Metropolitan Oakland Area is fully 
covered by The Tribune’s concentrated 
circulation of which 3 out of 4 copies 
are home delivered. 


You've really missed it if you're 
overlooking 
newspaper medium in this great and 
growing market. 


this highly productive 
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- ERESMER & WOODWARD, INC. 


cess of their venture to four ma- 
jor and three auxiliary factors. 
The former may be enumerated 
as: (1) Direct mail advertising by 
means of postal cards; (2) prof- 
itable operation of an efficient 
“bull pen”; (3) effective mer- 
chandising of creative talent; and 
(4) demonstrated ability to take 
rush jobs, day or night, weekends 
and holidays, and deliver on time. 

The three auxiliary factors are: 
(a) Both Lannon and Roman knew 
many of their prospective clients 
before they started their present 
business, and both partners were 
widely known art directors; (b) 
sales and promotional operations 
have been systematized; (c) the 
partners freely admit they have 
had “some lucky breaks.” 


ws The company’s direct mail ad- 
vertising has won friends and in- 
fluenced people. More important, 
it has developed business. It con- 
sists merely of typewritten postal 
cards. The copy, written by Charles 
Curran, formerly with Warner 
Bros., frequently is tied in with 
current events and ideas. 

Daily mailings to 800 individual 
art directors in New York agen- 
cies were made during the first 
40 days that the agency was in 
business. Thereafter the mailings 
were made three times a week. 
The present summer schedule is 
twice a week for delivery Tues- 
day and Friday mornings. 

In addition, 700 executives in 
out-of-town agencies, within a ra- 
dius of 700 miles of New York, 
receive postals three times a week, 
and the advertising managers of 
1,500 manufacturers in the cloth- 
ing, cosmetics, drug and food fields, 
within a 700-mile radius of New 
York, receive postal messages 
twice a week. 


a The style of the cards can be 
visualized from these two sent to 


art directors: 

“We've been in your shoes... Lannon 
and Roman both have been art directors 
... Of large, medium and small adver- 
tising agencies... of large and small 
publications. We know what piles up in 
the way of work—the rush jobs that have 
to be done, the cut-budgets that have 
to be considered. And we've put together 
the kind of staff we often wished we had 
at our elbows . ..and we're putting it 
at yours! Just dial JUdson 6-1870, and 
put us to work for you...” 

“This is the advertising agencies’ agen- 
cy!... You've heard of lawyers’ law- 
yers? Well, we enjoy the same distinc- 
tion in the advertising and sales promo- 
tion fields. We dream up plans and ideas 
for advertising agencies unequipped or 
unable to do everything for their cli- 
ents...supply copy and artwork for 
every promotional need. We supplement 
agencies’ thinking. ..help them keep 
their clients happy. Wire, write or 
"‘shene.ce™ 


a These postal cards are credited 
with opening a new account a day 
during the first month and a half 
of operations. Most of these are 
still active accounts on the books 
of the firm. They are still active 
because Lannon, Roman & Thomp- 
son operates an efficient “bull 
pen” that can and does work 
around the clock when necessary to 
turn out lettering, layouts, re- 
touching, 24-sheets, dummies, 
paste-ups, mailings, cartoons, me- 
chanicals, spot illustrations, dis- 
plays, “‘whamsies” and special or- 
der materials. 

“You know how long it takes to 
square up and paste up blocks of 
copy, lettering and art proofs,” 
Paul Roman said, discussing this 
phase of the business. “You also 
know,” he went on, “that practice 
makes perfect, and some people 
have more aptitude for this type 
of work than others. In our ‘bull 
pen’ are some boys and girls who 
are slickers at it. Doing nothing 
but that, they have developed 
short-cuts and speed-ups that en- 


able us to do work at a cost that 


Paul Roman James Lannon 


most agencies can’t begin to meet 
in their own shops.” 

But no matter how capable a 
staff may be, it is as imperative 
to merchandise creative talent, 
Jim Lannon believes, as it is to 
merchandise a product. 


a “Sales records are no harder to 
make than they are to keep,” he 
told AA, “provided you have the 
right thinking. And that’s what 
we offer. We’re brain merchants 
offering sound, productive think- 
ing on plans, copy and art for any 
and all types of promotional ac- 
tivity. Specialists in every field 
are on our staff, and their brains 
and experience may be rented by 
clients for much less than most 
people believe. Moreover, we don’t 
want to take any bows or em- 
barrass anybody. If he wants to, a 
client can take all the credit for 
ideas and material we furnish. All 
we want is our normal fee and 
more business.” 

To merchandise its talent, Lan- 
non, Roman & Thompson employs 
seven salesmen. Each has been 
given an intensive course of train- 
ing in commercial art work, typog- 
raphy, photoengraving and related 
subjects. Under the supervision of 
Murray Thompson, each salesman 
makes four calls daily. Thus, 28 
“live prospects” receive a per- 
sonal solicitation every day. Each 
salesman files a daily call report 
which furnishes data for discus- 
sion at policy meetings and for the 
record. Sales meetings are held 
weekly to talk over problems and 
plans. 

The salesmen work on a straight 
commission plus an annual profit- 
sharing arrangement that covers 
their individual accounts. The en- 
tire staff also participates in the 
profit-sharing plan. 


a The partners also make per- 
sonal calls on clients and pros- 
pects, and on three or four oc- 
casions Jim Lannon has “fronted” 
for clients at important con- 
ferences. He started as a printer’s 
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devil in a composing room. Later 
he ran a press in a lithograph 
shop, dressed store windows for 
a department store, won an art 
scholarship and studied in Paris. 
He has been an art director in 
several agencies, notably Buchan- 
an, Blaine, Thompson and Foote, 
Cone & Belding, where he worked 
on the American Tobacco Co. ac- 
count. 

Paul Roman also is an experi- 
enced art director. He has been 
associated with Peck Advertising, 
Joseph Katz, Addison Vars, Bu- 
chanan, Chas. Dallas Reach and 
Warner Bros. Before he joined his 
present partners he had his own 
art service studio in New York. 


a Murray Thompson, after serv- 
ing with the French army during 
World War I, entered the invest- 
ment banking business and was 
associated for a number of years 
with the W. C. Langley Co., New 
York. In 1938 he became a part- 
ner of Couse Laboratories and 
took charge of sales promotion 
and purchasing. He has spent con- 
siderable time in developing tele- 
vision programs and films, is a 
camera fan, and has exhibited his 
photographs several times. 

The three partners are planning 
to open sales offices within the 
next few months in northern New 
York, New England and Pennsyl- 
vania. As Jim Lannon expresses 
it, “there is a need for what we 
have to offer, and we need to of- 
fer it.” 


Am. War Orphans Starts 
Contest to Raise Funds 


American War Orphans Scholar- 
ships is raising funds to help sons 
and daughters of America’s war 
dead to get educational advantages 
through a contest offering $55,000, 
split into 240 individual prizes. 

Full pages in newspapers and 
national magazines give contest 
rules and an official puzzle com- 
plete with entry blank. About 75 
dailies are carrying the copy, in 
addition to The American Weekly, 
Collier’s, Life and Look. C. D. 
Miller Co., New York, is the agen- 


cy. 
AFA District to Meet 


“How will advertising face and 
solve the problem of the buyers’ 
market?” will be the general theme 
of the September convention of 
the 10th district of the Advertis- 
ing Federation of America in Okla- 
homa City, Sept. 18-20. Among 
the speakers will be Dr. Kenneth 
Dameron, Marion Harper Jr. and 
James D. Woolf. 


on FILM... 


@ STOP-MOTION 
@ ANIMATION 


STUDIOS and 
1111 South Boulevard 


Television Commercials 


@ SPECIAL EFFECTS 
@ PROJECTED BACKGROUNDS 


Write or phone for a screening of 
our television commercials 


ATLAS FILM CORPORATION 


Over 35 years experience in 
motion picture and slidefilm production 


Planned, perfected 
and previewed 
before telecasting 


@ TRICK PHOTOGRAPHY 


LABORATORY 
Oak Park, Illinois 
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Mechanized WU 
Reveals Number 
of New Services 


(Continued from Page 1) 
service, its private leased wire 
systems, its special errand ser- 
vice, and its opinion survey ser- 
vice. Former services that are be- 
ing revived and revamped include 
a shopping order service, general 
telegraph services and several spe- 
cial services. 


a The Operator 25 service, de- 
veloped jointly by Western Union 
and the Distribution Council of 
National Advertisers (AA, Aug. 
29), makes it possible for the pub- 
lic in about 20,000 cities and towns 
throughout the country to secure 
names and addresses of local deal- 
ers handling nationally advertised 
products and services, by calling 
Western Union and asking for Op- 
erator 25. 

While WU’s advertising budget 
is limited, Mr. Mitchell said, 
plans are being made to promote 
this service vigorously by business 
paper advertising, direct mail and 
material for salesmen’s kits. J. 
Walter Thompson Co. will handle 
the advertising. 

“In my opinion,” Mitchell said, 
‘Lam inclined to believe we ought 
to use teaser copy in business pa- 
pers to stimulate interest among 
business men and also to give them 
a clearer picture of the sales po- 
tential that there is in the Operator 
25 service.” 

This advertising should start 
late this fall or early next year, 
Mr. Mitchell said. 


s Western Union’s latest service 
s what it calls Deskfax. Installa- 
tions have been made of a num- 
ber of miniature facsimile ma- 
chines in offices in the financial 
district here and in other cities. 
These machines, 10x11x7” in size, 
which is about the size of a tele- 
phone instrument, enable anyone 
to send and receive his own tele- 
grams immediately from his desk 
r office, thus eliminating the time 
required for messenger pick-up 
and delivery. 

“The Deskfax reduces the send- 
ing of a telegram,” Mr. Mitchell 
points out, “to the simple process 
of placing the message on the 
cylinder of the machine and press- 
ing a button. The sender writes 
his message in longhand or types 
t, and places it on the cylinder 
ff the machine. Electrical impulses, 
transmitted as a stylus passes over 
the message, turn on the cylinder 
and flash over the wire. A receiv- 
ing machine at the Western Union 
office creates an exact pictorial 
reproduction of the message. 

“The Deskfax automatically be- 
comes a receiving machine when 
the telegraph office signals that 
‘i wishes to transmit a message to 
a patron. The customer then 
places a receiving blank on the 


‘ylinder and receives the tele- 
gram.”’ 


® Installations, all of which are 
recent, Mr. Mitchell said, have 
made in Atlanta, Philadel- 
ua. Cincinnati, Dallas, San Fran- 
‘sco, Los Angeles and Houston. 
Promotion also will be done to 
this service, but no details 
© been worked out as yet. 
e increase of private leased 
vire systems since the war, Mr. 
ell said, has been one of the 
inding developments in WU 
ities. This really is an exten- 
of teletype service but by 
of switch stations many 
itaneous messages can be sent 
née time, or controlled and sent 
“eclively to certain specific 


Wints 


“any large corporations now 
S¢ this system for branch office 


communication. Among the larger 
users that may be mentioned are 
General Electric Co., United States 
Steel Corp., the Federal Reserve 
Bank, Sears, Roebuck & Co., gov- 
ernmental agencies and several 
large New York banks. 


ws The special errand service of 
Western Union, reports Mr. Mitch- 
ell, is being used more and more 
by manufacturers, publishers and 
advertising agencies. Two manu- 
facturers and an agency, whose 
names he declines to reveal, re- 
cently used the special errand ser- 
vice to distribute copies of The 
Saturday Evening Post and Life 
to dealers in designated areas to 
tie in with a special sales and ad- 
vertising campaign. 

Western Union secured several 
hundred copies of the magazines 
that carried ads the users of the 
service wanted to place in the 
hands of dealers. Western Union 
messengers either marked or 
opened the magazines to the stipu- 
lated page and delivered them 
with a telegram to specified deal- 
ers. In one case, 500 deliveries 
were made; in another, 300. Other 
experiences of the service have 
entailed deliveries of samples of 
medical products to doctors and 
hospitals. 


e Another phase of WU messenger 
service is known as the shopping 
order service. If a person in New 
York or elsewhere wishes to have 
any type of merchandise delivered 
to a friend or relative in another 
city or town, Western Union will 
do the shopping and make the 
delivery at a specified price, de- 
pending on the goods to be pur- 
chased and the place of delivery. 

Western Union’s opinion survey 
service is another new develop- 
ment. It makes available the tele- 
graph company’s nationwide fa- 
cilities to professional research or- 
ganizations, advertising agencies, 
public polling groups and the mar- 
ket research sections of industrial 
concerns for the gathering of data 
regarding day to day trends in 
general public thoughts and atti- 
tudes. 

“We anticipate,” Mr. Mitchell 
says, “that our public opinion sur- 
veys will be limited to actual in- 
terviewing of selected individuals 
in the manner prescribed by the 
client. Concerned primarily with 
the collection of data, we will per- 
form the field work and turn the 
findings over to the patrons’ ana- 
lysts for interpretation. 

“We will not only interview a 
designated group of individuals 
but, if requested to do so, will 
also undertake to select the per- 
sons to be interviewed, on the ba- 
sis of specifications outlined by 
clients.” 


s Mitchell, appointed to head sales 
and services of the company July 
1, has already streamlined the sales 
department. He knows the tele- 
graph business, having been in it 
since 1911 when he started as a 
messenger in Denver. He moved 
up through various departments, 
and in 1937 became general sales 
manager. 

In 1943 he was sent to Washing- 
ton to handle the extraordinary 
telegraph and cable traffic oc- 
casioned by the war. Of that ex- 
perience he says, “No amount of 
money could pay for what I 
learned, and no amount of money 
could induce me to do it again.” 

Last July he was appointed to 
a newly-created position in charge 
of sales, advertising and services 
in a reorganization of top WU per- 
sonnel. 

The telegraph business, he be- 
lieves, will play an ever increasing, 
important role in the future. New 
technical developments now in the 
laboratory, he told AA, may revo- 
lutionize many aspects of future 
life. Not the least of these, he 
thinks, is television, with which 
WU “is conducting some interest- 
ing and far-reaching experiments.” 


|}duction manager, 


DOGS! BEAT THE KENNELING SHORTAGE! 


WIN A CUSTOM-BUILT, TWO-ROOM 
DOGHOUSE’ WITH PICTURE WINDOWS 
IN THE GAINES “LUCKY-DOG” CONTEST! 


© 


“RUST OWE OF THE PRIZES N THE GRAN® /ACAPOT! 


i 
s 


“POPULARITY” TELEVISION-FM RADIO 
SET IN THE GAINES “LUCKY-DOG* CONTEST! 


RT Cmt OF TE FREES mw Tm GRAMS 1ACRPOT) 


wit & CROSLEY 


DOG CONTEST—With these teaser advertisements in the Hollywood Citizen-News, 
Gaines division of General Foods Corp. heralded the approach of its contest for 


dogs. Benton & Bowles is the agency. 


(Story on Page 6.) 


Mercedes Hurst Joins 

7 
Harvester as ‘Women 
in Business’ Aide 

Cuicaco—International Har- 
vester Co. intends to devote in- 
creasing attention in coming 
months to women—including its 
own employes, investors and all 
homemakers—it made clear last 
week as Mercedes J. Hurst joined 
IH as staff assistant in public re- 
lations. 

The company president, John 
L. McCaffrey, explained in a letter 
to the far-flung organization that 
Miss Hurst, for many years as- 
sociated with Commonwealth Edi- 
son Co.’s advertising department 
here, will devote her activities “to 
furtherance of better relations be- 
tween Harvester” and women’s 
groups, including IH customers, 
its stockholders and its women 
employes. 

Women, he pointed out, now 
comprise more than half of the 
approximately 50,000 stockholders 
of International Harvester. 


s Miss Hurst, an Indiana Univer- 
sity graduate, has had wide ex- 
perience in working with many 
types of women’s groups while 
with Commonwealth Edison. She 
is a past president of the Women’s 
Advertising Club of Chicago and 
at one time served as vice-presi- 
dent of the Advertising Federa- 
tion of America and as chairman 
of the Council on Women’s Ad- 
vertising Clubs. 

She will be a member of the 
public relations department headed 
by Dale Cox, public relations di- 
rector. IH intends to give her 
plenty of time to get acquainted 
with the company and its per- 
sonnel before any details of the 
“women in business’ public re- 
lations approach are settled. 

In the meantime, said Mr. Mc- 
Caffrey, he is counting on Har- 
vester people to cooperate with 
her “in her important job of in- 
terpreting the many contributions 
International Harvester products 
and services make to women 
everywhere—as homemakers, as 
investors and as employes.” 


es For its more than 75,000 em- 
ployes, Harvester now issues a 
24-page, bi-monthly picture mag- 
azine, “Today,” which has re- 
placed a score of individual plant 
publications it formerly used. 
Typical employes provide the 
story material, and a _ half-page 
editorial by Mr. Cox points up the 
theme of each issue. 

Readership has been stepped up 
considerably, officials said, since 
IH dropped the individual publica- 
tions and concentrated on a single 
magazine which demonstrates the 
part Harvester plays in the na- 
tion’s economy. 


Long Named Radio Director 


Geyer, Newell & Ganger, New 
York, has appointed Frederick A. 
Long director of television and 
radio to succeed Donald Shaw, 
who has retired. Mr. Long joined 
the agency in 1946 as radio pro- 
and has been 
director of 
Before that 


serving as _ assistant 
radio and television. 


|he was with Batten, Barton, Durs- 
| tine & Osborn. 


Sell Easterners, 
Reed Tells West 
Coast Ad Execs 


Los ANGELES—West Coast sales 
and advertising executives last 
week were told to begin moving 
their marketing frontiers eastward 
by Dr. Vergil Reed, J. Walter 
Thompson Co.’s associate director 
of research. 

Speaking before a joint meet- 
ing of the Sales Executives Club 
and the Advertising Club of Los 
Angeles, Dr. Reed declared: “You, 
like the Australians, have been too 
long accustomed to supplying goods 
for which the buyer seeks the sell- 
er and buying goods from the East, 
for which the seller actively seeks 
the buyer. 

“It is time to begin turning the 
tide eastward with aggressive mar- 
keting strategy. The increased and 
still increasing capacity of the 
West Coast, the variety and nature 
of your products, the advantages 
of regional specialization, and the 
resulting need for a free inter- 
change of balanced trade all im- 
pel more and more of you to look 
eastward and overseas for new 
customers.” 


ws His talk was a preview of a new 
J. Walter Thompson Co. study, 
“West Coast—Basic Trends and 
Opportunities.” 

Prefacing his remarks with the 
statement that “the outlook for the 
future development and rapid ex- 
pansion of both industry and agri- 
culture on the West Coast appears 
considerably better than for any 
other geographic region,” he docu- 
mented a “climate for progress” 
of unprecedented promise for the 
U. S. business economy. 

Dr. Reed marshaled an impres- 
sive array of statistics to prove his 
contention that the present period 
of readjustment is not an illness 
but a growing pain with much of 
our growth period still ahead. 

None of the main contributing 
factors to the debacles of 1929 or 
1921 are present, he declared, cit- 
ing record savings and incomes 
which are spread more equitably 
than ever before. The basic eco- 
nomic conditions in our national 
market are strong, favorable and 
sound, with plenty of liquid as- 
sets, credit reserves and unsatis- 
fied wants. 


ws Instalment buying is not a dan- 
gerous burden as in 1929. Farm 
mortgages are at the lowest levels 
since the beginning of World War 
I. The cash position of farmers 
and businesses is extremely good. 


National income, consumer dispos- | 


able income, and consumer ex- 
penditures are at or near the levels 


|of a year ago. 


Much of the case of national jit- 
ters was brought on by the small 
but steady decline in manufac- 
turing output so far this year, 


Dr. | 


57 


low. Retail inventories in many 
cases are even too low to permit 
wide choice of merchandise. For 
many products retail sales are ac- 
tually exceeding present produc- 
tion rates, and sales are being lost. 


a “Unemployment has been gross- 
ly overplayed and misinterpreted 
by the press and in business think- 
ing. An unemployment of 3,000,000 
with a labor force of the present 
size is about the minimum neces- 
sary to cover seasonal shifts and 
turnover and to permit any se- 
lectivity in skills or aptitudes. 

“A temporary readjustment peak 
of 5,000,000 would not be cause 
for grave concern. It is not apt to 
reach this peak, and if so, would 
be for a very short period. Be- 
cause of an increase in our labor 
force we have been in the peculiar 
position of having both more em- 
ployed and more unemployed dur- 
ing the first half of this year than 
the same period a year ago.” 

Returning to the problem of 
West Coast businesses seeking larg- 
er volume, he warned that going 
national has its problems as well 
as its rewards. It requires care- 
ful study of the new areas entered, 
the upgrading and expansion of 
marketing methods and sales 
forces, the use of new advertising 
media, and far flung merchandis- 
ing support. It also means that 
adequate distribution and heavy 
advertising impact must be quickly 
secured and consistently main- 
tained in the new territories en- 
tered. 

Dr. Reed further warned that 
sales potentials in prospective new 
territories are not alone sufficient 
justification for entering them. The 
additional costs of distribution 
must be considered and the dis- 
tance to which territorial expan- 
sion can be pushed profitably may 
fall short of complete national cov- 
erage. 


s Principal costs to be considered 
in this light are: the sales or- 
ganization; branch offices and 
warehouses; transportation to the 
branches; transportation to the 
consumer; advertising; commis- 
sions paid to brokers and other 
agencies. 

Speaking of entering the highly 
concentrated eastern markets Dr. 
Reed said: “In expanding into this 
territory, widespread mass distri- 
bution and high volume are the 
quick rewards for aggressive pro- 
motion of a deserving product. For 
all except new products, however, 
the strength of well-established 
competition is a sobering force and 
a standing challenge to your pro- 
duction ingenuity and marketing 
skill.” 


H. K. FAIRMAN 


NEw YorK—Hutchinson K. Fair- 
man, 37, a vice-president of Hewitt, 
Ogilvy, Benson & Mather, died 
Aug. 31 of poliomyelitis. 

Born in Philadelphia, Mr. Fair- 
man was graduated from Prince- 
ton in 1932. During the war he 
served as a major of field artillery 
in the Pacific theater. He had been 
associated with Batten, Barton, 
Durstine & Osborn and_ with 
Hanly, Hicks & Montgomery 


CHAUNCEY F. ENGLISH 
Boston—Chauncey F. English, 

for 49 years New England repre- 

sentative for Hardware Age, died 


Aug. 27. Mr. English, who was 74, 
retired in 1943 because of failing 
health. 

_Ad Group Adds McFadden 


| 


Reed said. However, he pointed out | 


that this has been a case of over- 
caution. In fact, consumers have 
gone on buying at remarkably high 
levels. 

As a result, inventories are quite 


Southern California Advertising 
Agencies Association has added 
Oliver J. McFadden & Associates, 
Long Beach, Cal., to its member- 
ship 


Campbell Joins ‘Sport’ 

Ralph Campbell, formerly ad- 
vertising manager of Sports Illus- 
trated, has joined the eastern sales 
staff of Sport, New York. 
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Mid-Year Report 
Gives Six-Month 
Ad Expenditures 


(Continued from Page 1) 
from $16,577,333 to $19,649,441 in 
1949; and automotive, which rose 
from $24,222,475 to $26,833,025. 


es Among the individual companies 
that showed substantial increases 
in advertising for the first six 
months of this year was Lamont, 
Corliss & Co., which scored a 
400% increase in its advertising in 
magazines of Pond’s tissues ($102,- 
500 in ’49, compared to $20,490 in 
the first half of ’48). 

P. Lorillard Co. spent $1,000,929 
in general and farm magazines in 
this period, 118.7% over its °48 
expenditures, while Old Gold cig- 
aret radio allotments rose 120%. 

Campbell Soup Co.’s tomato juice 
and V-8 vegetable juices were al- 
loted twice as much magazine ad- 
vertising as in the first half of last 
year. National Biscuit Co. upped 
its radio advertising 88.7% to a 
total of $1,262,281. A still greater 
increase in radio advertising dol- 
lars was put out by Pillsbury Mills, 
whose $1,255,593 expenditure reg- 
istered a 435.8% gain over last 
year. 


s A look into the distribution of 
investments over broadcast media 
used by the two top companies 
shows interesting differences as to 
the importance of the media to 
P&G and General Motors. For 
Procter & Gamble, radio enjoyed 
the overwhelming percentage of 
expenditures to the tune of $9,- 
500,000, but only $37,440 was spent 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every ty product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


The Leading National Advertisers 


A Ranking of 50 Companies by Total Advertising 
Expenditures for the First Six Months of 1949 


COMPANY Total General Farm 
Expenditure Magazines Magazines 
Procter & Gamble Co. .............. $13,333,811 $2,300,401 $ 89,895 
General Motors Corp. ....... 8,101,345 5,803,602 783,120 
General Foods Corp. ......... 7,692,883 2,598,710 533,436 
RG oc cove ccvececeses 7,102,068 1,802,525 190,050 
Colgate-Palmolive-Peet Co. ......... 5,838,239 1,871,794 37,200 
Th © vescccusenuscese 5,386,683 719,000 60,113 
SE GD” ccacoceesdseoase 5,305,923 3,213,500 415,823 
Sts elie esegseeses 5,262,507 1,106,852 147,763 
Gee ND GE wesc cc vceweccce 4,869,532 1,715,436 
Liggett & Myers Tobacco Co. .......... 4,496,834 1,331,016 61,680 
Reynolds, R. J., Tobacco Co. .......... 4,261,423 1,552,354 188,350 
EE tes de a decekd céeusce 4,098,992 1,722,722 86,043 
PM cee eageoned heures 3,654,607 2,026,315 288,568 
American Tobacce Co. ............: 3,527,495 1,702,503 
Miles Laboratories Inc. .............. 3,503,312 142,884 6,501 
eae hah 3,108,648 2,279,692 242,689 
Gillette Safety Razor Co. ............ 3,044,991 638,822 26,950 
American Home Products Corp. ........ 2,964,450 485,776 44,318 
Te coo aie weed beneece 2,775,378 1,528,905 104,404 
Distillers Corp.—Seagrams, Ltd. ..... 2,670,360 2,670,360 
RL? Sa DU  Wewhalad sic 00 cr oce 2,461,634 1,000,929 
National Dairy Products Corp. ........ 2,424,558 934,235 
Morris, Philip, & Co., Ltd. Inc. ...... 2,226,735 151,401 
Schenley Industries Inc. ............ 2,121,072 1,961,722 
EEE 8. csc cule cba's 0 ¢e8ins 2,100,079 840,928 16,358 
gE 2,082,181 576,793 57,865 
 » ft ” 3A 2,078,668 396,065 30,360 
Goodyear Tire & Rubber Co. .......... 2,061,571 1,472,195 189,700 
American Telephone & Telegraph Co. .... 1,990,840 1,448,202 120,388 
Westinghouse Electric Corp. ....... ioe 1,927,572 956,606 144,010 
RSE a 1,918,954 625,420 29,600 
Ts ob wa we rkeeas 6bne 1,851,599 721,400 
fs Se vba ceded bbbe es 1,815,748 163,678 115,492 
Ee eee 1,672,973 1,082,872 
Nash-Kelvinator Corp. .............. 1,671,659 1,015,188 61,400 
ME cccccncveeeneass 1,470,331 1,234,621 77,300 
Libby, McNeill & Libby ............ 1,456,958 402,973 
CE ee ee 1,456,513 587,899 140,000 
Radio Corporation of America ........ 1,408,688 714,015 
National Distillers Products Corp. ...... 1,341,851 1,341,707 
SS eee 1,273,240 944,674 28,800 
International Silver Co. .............. 1,261,233 771,290 59,159 
International Harvester Co............. 1,251,550 493,725 371,931 
Prudential Insurance Co. of America .... 1,246,857 269,335 7,200 
en esc teehee eet 6 ve 1,187,142 34,194 
Manhattan Soap Co. Inc. ............ 1,145,041 245,162 
Firestone Tire & Rubber Co. ........ 1,132,597 557,307 105,100 
SM, GUE GP GE cece scsccccces 1,131,714 791,863 
Oc cdeedacaswene sess 1,127,810 312,816 63,451 
International Cellucotton Products Co. . 1,125,074 882,255 


Magazine Network Network 
Sections Radio Televis on 
$1,341,330 $9,564,745 $ 37,440 
607,804 744,024 162,795 
392,446 4,039,581 128,710 
1,151,977 3,929,796 27,720 
1,549,283 2,278,657 101,305 
558,776 4,048,794 
225,420 1,392,340 68,840 
662,947 3,344,945 
65,205 3,088,891 
173,250 2,701,708 229,180 
22,250 2,154,064 344,405 
613,247 1,595,734 $1,246 
1,220,124 119,600 
1,722,782 102,210 
70,744 3,275,383 7,800 
141,295 444,972 
126,400 2,155,442 97,377 
101,815 2,312,661 19,880 
1,103,368 38,701 
293,265 1,058,527 108,913 
350,549 1,029,974 109,800 
36,850 2,003,294 35,190 
159,350 
356,380 $86,413 
179,562 1,262,281 5,680 
396,650 1,255,593 
66,750 332,926 
422,250 
98,775 694,981 33,200 
1,153,734 110,200 
109,905 1,020,294 
189,583 1,342,995 4,000 
145,300 444,801 
102,095 492,976 
158,410 et 
249,620 804,365 
588,814 139,800 
26,144 277,209 391,320 
299,766 
36,046 394.738 es 
385,894 a 
970,322 —— 
54,140 1,098,808 
177,582 722,297 
395,850 74,340 
339,851 
751,543 
238,415 4,404 


on television for, joint promotion 
of Ivory, Crisco and Duz. There 
was more of a meeting between 
radio and television investments 
of General Motors, however, which 
had a 7-to-1 ratio by spending 
$744,024 in radio and $162,795 in 
video. 


Appoints Glenn Ramsey 


Glenn Ramsey, who is resigning 
as assistant city editor of the 
Louisville Courier-Journal, has 
been named public relations execu- 
tive of the newly formed Louisville 
Chamber of Commerce. He will 
assume his new post Oct. 1. 


Appoints Levy Agency 

Jack Woodford Press, New York, 
has named Levy Advertising 
Agency, Newark. Newspapers and 
radio are scheduled. 


LINAGE 
UP 76% 
SINCE 1939° 


The reasons which lead Buffalo’s department stores 
to spend an ever-increasing portion of their advertising 
budgets in the Courier-Express are good reasons why it’s 


also your best medium. 


Your dollar buys MORE space ... MORE insertions in 


the Courier-Express . . 


- MORE impact on the customers 


with the money to BUY your products. 


* 
Competition’s Gain 50% 


Business Bureaus’ 
Services Recorded 


New YorK—For the first time, 
offices of the Association of Better 
Business Bureaus are now keeping 
and reporting accurate figures on 
instances of the bureaus’ service 
performed for business companies 
and the general public in the 
United States and Canada. 

The data will be presented and 
analyzed hereafter in monthly re- 
ports, according to Willard M. 
Zurflieh, executive assistant of the 
association. 

For the first six months of 1949, 
239,896 people visited offices of 
the bureaus to inquire or complain 
about some business transaction. 
During the same period, 78,874 
business concerns visited the bur- 
eaus for the same purpose. 

For the first six months the 
bureaus issued 607 bulletins; used 
3,424 car cards; 17 outdoor posters; 
658 advertisements; 2,026 radio 
spots; 287 radio programs; 6 tele- 
vision shows, and issued 57,763 
fact booklets, in addition to a 
quantity of other printed material. 


R&R Opens Dallas Oftice 


Roger Bacon, with Ruthrauff 
& Ryan, has opened a Dallas of- 


fice to service the agency’s ac- | 


counts in that area, principally the 
Dr. Pepper Co. Offices are located 
in the Dr. Pepper Bldg., 5523 E. 
Mockingbird Lane. Mr. Bacon has 
been with the agency in St. Louis 
where he handled packing, auto- 
motive and brewery accounts. 


‘Brief’ Will Not Take Ads 


A new monthly news magazine, 
Brief—for Busy Businessmen, will 
be published in digest size Sept. 
12 by Brief Publications, New 
York. Headed by Lee Tracy, pub- 
lisher, the magazine will carry no 
advertising but will print spon- 
sors’ names and will be distributed 
by mail to their clients. 


Stehli Names Reimers Co. 


Stehli & Co., New York, silk and 
rayon manufacturer, has named 
Carl Reimers Co., New York, to 
handle all advertising. Formerly 
the account was placed partially 
through Reimers and partially on 
a cooperative basis. National con- 
sumer magazines will be used. 


ville, Pa., has been appointed man- 
ager of sales promotion, making 
his headquarters in Coatesville. 


McCain Agency Moves 


McCain & Associates, Indianapo- 
lis agency, has moved its offices 
from the Knights of Pythias Bldg. 
to 224 N. Meridian St. Ted M. 
Pazdan, formerly art director of 
Holder Morrow Collier, Chicago, 
has joined McCain as art director. 


Grove Joins ‘Seventeen’ 
Woodward A. Grove, formerly 

with Mademoiselle, has joined the 

Chicago sales staff of Seventeen. 


Advertising Age, September 5, 1949 


]. C. Capt, Former 
Director of Census 
Bureau, Dies at 61 


WASHINGTON—James C. Capt, 61, 
died at the Naval Medical Center, 
Bethesda, Md., Aug. 31. Until three 
weeks ago, he had been director 
of the Bureau of the Census. 

Throughout most of the past year 
he had been bed-ridden and hos- 
pitalized, although he continued 
to direct the bureau through bed- 
side conferences with staff mem- 
bers. 

On Aug. 9 he learned that he 
would undergo an additional series 
of operations. He resigned and 
was immediately succeeded by 
Philip M. Hauser. 

A robust Texan, Mr. Capt had 
been in government service since 
1934. He was appointed assistant 
chief of the Census Bureau in 1939 
and had been director since March 
1941. 


Cc. F. CRAWFORD 

New YorK—C. Frank Crawford, 
83, retired president of Albert B. 
King & Co., lithographer, and for- 
mer chairman of the board of com- 
mercial arbitration of the Federa- 
tion of Graphic Arts and Allied 
Industries of New York, died Aug 
28. 

Born in Ingersoll, Ont., Mr 
Crawford began work with King 
& Co. in 1891. He became president 
a few years later and retired in 
1932. 

A former president of the Master 
Printers Association of New York 
he was at one time a vice-presi- 
dent of the New York Employing 
Printers Association. 


JEAN COQUILLOT 


New YorK—Jean Coquillot, art 
director of the Emil Mogul Co., 
died suddenly Aug. 30 at his home 
here. 

Mr. Coquillot had been active in 
the advertising field for 20 years, 
and had been art director of sev- 
eral agencies as well as Fascina- 
tion Magazine. Before joining the 
Mogul organization he was art 
director of the Funt Co. 


Ratter Joins ‘Chronicle’ 


William Rafter, formerly in the 
advertising department of the San 
Francisco News, has joined the 
national advertising department o! 
the San Francisco Chronicle. 


“Our ad in TSN outpulled 4 other 
Automotive Trade Papers... 


And, the results 


Mr. Getsinger’s advertising 
success through “Transporta- 
tion Supply News” is net un- 
usual — it is typical of the 
response advertisers get every 
month. 


TSN’s blanket coverage of all the 
buyers in the entire transportation 
industry, and TSN’s easy-to-read, easy- 
to-reply-to format assures tangible re- 
sults from sales producing inquiries. 


To sell individual industry segments, 
such as: railroads, motor transport 
companies, bus lines, etc., or to sell the 
entire transportation market, tell your 


418 S. MARKET ST., CHICAGO 7, ILL. 


‘York 17—122 East 42nd 
Seattle 4618 Second Ave. 


TSN is offiliated with Traffic World, a $20 a year ABC transportation news weekly, founded in | 907 


exceeded our expectations."' 


 G.T.Getsinger 
Transport Coolers, 


story to over 100,000 transport.tio® 
men who read TSN each mont! 


Write today for specific market dat* 
to help you plan an effective s: {line 
campaign in TSN—the only tabloid 
transportation publication. 
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FOR BETTER RESULTS! 


MERCHANDISING of prose: of you adver 
to your sales force 


PLAN YOUR 1950 BUDGET NOW... 


. 
NOW [5 THE TIME to make deciwons on od 


vertising buligets for 1950. Advertising men. @ Heng Programme 


planning Compares must have hme to do o Bietribytor ys etonders ond the 
first class job. Time lost now in making your publ demands eorty pranning of your 
decimons cous you money wmgans the . odvernung budget 


efect veness of your entre company” 

YOUR SALESMEN ore bene equipped to 
EARLY PLANING of schedvies ond prepore- = © =—sboost sales to retailers. The campaign con 
hon of space costs means thot your adverhung be “sold” to your sales force of the begin 
can be 1eady for release in heme tor the first of rung of the yeor GING Them opportunity 
insteod of haltway through the to scoop competion 


the yeor 


RETAILERS apprecicte the benefirn of o well 
ond twmely plonned advertung compagn 
They ore happy to push your lines ot every 
opportunty Early tamhorty wth your od 
vertung assets thew co operatve eforts 


tume to produce thew bes! deos 
pion thoroughly ond give you o stronger selfing 

Campangn tune to do your work af norma! 

rotes and obmote overtime . 
THE BUYING PUBLIC react) more readily to 
well planned, regular odvertiung Better 
pownons ond bette seproducmon enhance 
the appeal! of you products \trengthen 
the sates reachon end poyot wth better 


TYPESETTING. plate mating stereotyping ond 
atl other mechonxo! processes need hme to . 
produce fry class maternal The poyol . better 
feproduchon beter powhons tor your ads ond 
bere: oppec! © rou odverting messoge . 


PLAN NOW - IT COSTS YOU MONEY TO DELAY YOUR AD BUDGET 


‘THE MAGAZINE ADVERTISING BUREAU of CANADA 


137 WELLINGTON STREET WEST, TORONTO, CANADA 


Participating Members: CANADIAN HOME JOURHAL « CANADIAN HOMES & GARDENS - CHATELAINE - LA BEVEL MODTENE - LA REVUE POPULAIEE « Lf SAmEDT ~ 
RACLEAWS BAGATINN « MATIAIE « MATIONAL HOME MONTHLY « EW LIRERTY © READERS DIGEST « SHLECTION BU READER'S BYGEST - Teme (CAmADIAN EDITION) 


TIME IS NOW—The Magazine Advertising Bureau of Canada has met with 
cheering response” from this copy, which has been appearing in Canadian pub- 


ications, urging promptness in supplying copy and cuts to avoid delay in 
planning and production of forthcoming advertising campaigns. 
sd : eight pages, and a maximum of 
omen s Magazine 170 inches of advertising will be 
C 7 carried per issue. Two, three and 
ection Prepared four colors are available, and will 


have preference over b&w ads. The 
per-page rate is $900 for b&w and 
$1,250 for four colors. 

For women only, it will carry 
the usual feminine appeal material 
—fashions, beauty and _ health, 
movies, cooking, and child care. 


or Latin America 


New YorK—A new weekly Latin 
merican magazine section for 
vomen, Hablemos del HOGAR y 
e la MODA, will be distributed 
by Spanish newspapers in the Car- 
bbean-Central America region 
ommencing in January, 1950. 
-ublished by Suplementos Asocia- 
los, New York, the supplement is 
aid to be the first of its kind for 
atin America. 

Hablemos will have a guaran- 
eed weekly circulation of 150,000 
ind, reportedly, has already signed 
apers in Havana, San Juan, Cara- 
‘as, Panama, San Jose and San 
dalvador. 
Hablemos will 


Hill to Organize Own Firm 


Paul H. Hill has resigned as 
vice-president and member of the 
board of directors of Mengel Co., 
Louisville, furniture manufacturer, 
effective Oct. 1. He will then or- 
ganize his own company, Paul 
H. Hill Associates, to act as dis- 
tributor of various products. The 
new company, with offices in the 
12th St. plant of Mengel Co., will 
be the sole distributor of Mengel 
Ajustabed. 


be limited to 


CARTON CUTTER 


YOUR NAME in 
every customer's hands 
a dozen times a day 


®@ The Cavalier, the latest in Carton Cutters, 
lual purpose in action, carries your cus- 
tomers’ keys while it carries your name. 
An invaluable, 24 hour a day 
eminder of you, your product, 
x business. Hundreds of uses 
for the housewife, the busi- 
iess man or the secretary. 
Holds a standard razor blade 

for cutting, which is locked 
ind completely covered when 

not in use. 

Safe in the pocket, safe in the 
hand, the blade cannot be 
moved without opening the 
>utter. 


Unsinger & 
AP Corporation 
Toledo, Ohio 


N A M E 


S 


Write for samples, discounts and 
Jata on the Cavalier and other 
related items. 


L — a 


Easier Credit 
Rules Spreading 


Among Retailers 


‘No Down Payment’ Sales 
May Be Risky for Some, 
Authorities Point Out 
NEw YorK—‘‘No down payment” 
sales are increasing, reflecting 
greater postwar competition in re- 
tailing, and they may create un- 
healthy credit conditions for some 
stores, merchandising authorities 
warned last week. 

Stores from Boston to Los An- 
geles are offering merchandise on 
these easy terms, according to the 
Wall Street Journal. Goldblatt 
Bros., Chicago department store, 
even has gone that credit policy 
one better: It tosses in, free, a 
$3.45 Sheaffer pen and pencil set 
with “no down payment” purchases 
of General Electric table model 
radios. The radios are priced from 
$23 to $30, and $1 weekly pay- 
ments don’t begin for 30 days. 


ws Louis Goodenough, editor of 
Retailing Daily, said he questions 
whether the easier credit trend is 
a healthy one. “If it snowballs,” 
he said, “retailers will find them- 
selves in something of the position 
of radio advertisers and will be 
giving goods away instead of sell- 
ing thern.” 

He agreed with D. Allyn Garber, 
editor of Department Store Eco- 
nomist, that adequate studies have 
not yet been made to determine 
how widespread the “no down 
payment” policy has become since 
Regulation W was tossed out last 
July. 

Department Store Economist con- 
dones the policy on gross purchases 
of $100 or less, Mr. Garber de- 
clared, but believes that on larger 
sales it can be risky. From obser- 
vations and reports from the field, 
he believes “no down payment” 
sales are definitely increasing. 


ws Use of the policy by appliance 
stores reflects the tighter com- 
petitive conditions that have de- 
veloped since spring, according to 
Laurence Wray, editor of Electri- 
cal Merchandising. Most note- 
worthy aspect of credit changes, 
he said, is the greatly increased 
use of the “pay-as-you-use” coin 
meter plan throughout the country 
(AA, Aug. 15). 

This method of credit selling is 
spreading rapidly in the electrical 
appliance field, he said, although 
most dealers prefer payment of 
10% of the purchase price, rather 
than no down payment, when an 
appliance sale is closed. 

The National Retail Dry Goods 
Association has taken no action on 
this form of selling, explaining that 
it is a matter of policy for indi- 
vidual merchants to determine. 
While credit selling has increased 
since expiration of Regulation W, 
it has not, in the association’s 
opinion, developed any unusual 
or alarming symptoms. 


‘Reporter’ to Take Ads 

The Reporter, New York, inter- 
pretative news magazine published 
twice a month by Fortnightly Pub- 
lishing Co., has announced a cam- 


paign breaking Sept. 12 to promote 
advertising sales for the Jan. 1| 
issue. The magazine was launched | 
April 19 (AA, April 25) with the | 
preliminary proposition of no ad- 
vertising for six months. As yet,| 
page rates have not been estab-| 
lished. 


TAAN Adds Welch Agency 


Wayne Welch Inc., Denver, has 
become affiliated with Transamer- 
ica Advertising Agency Network. 
The network will hold its annual | 
convention at the Roosevelt Ho-| 
tel, New Orleans, Sept. 11-15. 


Regal Airs Sports Show 


Regal Amber Brewing Co., San 
Francisco, on Sept. 9 will spon- 
sor, over American Broadcast- 
ing Co.’s Pacific network, a five- 
minute sports program featuring 
Hank Weaver, immediately follow- 
ing the Gillette “Cavalcade of 
Sports” on Friday nights. The pro- 
gram will be heard on 11 Cali- 
fornia stations of ABC Pacific. 
Abbott Kimball Co., San Fran- 
cisco, is the agency. 


Bliss Joins Fris Agency 


W. George Bliss, formerly with 
Henry Quednau Advertising Agen- 
cy in Tampa and with National 
Welders Supply Co., Charlotte, 
N. C., as sales promotion manager, 
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has joined Erik Fris Advertising 
Agency, Asheville, N. C. 


IF YOU WANT 


SELLING 
COPY 


® use an experienced ® 


* MAIL ORDER? 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


Plaza 7-1355 


make your TEST 


in CANTON, Ohio 


A balanced 
industrial -agricultural 
market with everything 
you want in a f 
TEST CITY. 


MODERATE SIZE—1 44,600 population in the city zone, 
340,000 in the compact trading area. Distribution 
problems are minimized. 


INDUSTRIAL DIVERSIFICATION—Over 200 different 
industries stabilize Canton’s payrolls. Everything 
from steel, printing presses and roller beagings to 
household sweepers and cleaning compounds. 


AGRICULTURAL IMPORTANCE—Canton is a trading 
center for one of Ohio's richest farming areas, for 
Stark County is first in Ohio in rural population. 


DESIRABILITY AS A MARKET—Retail sales in Canton 
for 1948 reached $171,369,000,* in Stark County as 
a whole $275,070,000.* Effective buying income per 
family in Canton is $5,459,* in Stark County $5,068." 
The rest of the Canton Trading Area is equally 
fertile 


©1949 Sales Management Survey of Buying Power 


THE CANTON REPOSITORY <anron, ono 


sy 


REPRESENTED WATIOMALLY 


and complete coverage with one medium 


The Canton Repository has an ABC circulation 
of 60,000 concentrated in the compact Canton 
Trading Area. Local loyalty to this one news 
paper does the rest—makes your sales message 
a SELLING message. For 134 years, The 
Repository has been read, its advertisements 
acted upon, in Canton and trading area 
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SONTIAC 


812 W. VAN BUREN STREET 
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1000 @ Chicago 7, Illinois 
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‘Manufacturing 
Mentality’ Must 
Yield: ‘Fortune’ 


Magazine Argues that 
Manufacturers Should 
Adopt Mass Selling 


New YorK—An article on 
“What’s the Matter with American 
Salesmanship?” in the September 
Fortune categorically denounces 
“manufacturing mentality,” as op- 
posed to the attitude of the mass 
merchandiser, and lays much of 
the blame for this year’s recession 
at the door of manufacturers who 
allowed salesmanship to fall down 
on the job. 

The idea that the recession re- 
sulted from a failure to sell mer- 
chandise to consumers who had the 
money to buy has, of course, been 
voiced frequently, but the Fortune 
article offers evidence to support 
the contention. In the process, the 
article concludes that a proper ap- 
proach to a soft market on the 
part of manufacturers can help 
level the peaks and valleys of the 
business cycle. 

The fact that such companies as 
National Cash Register, Lily-Tulip 
Cup, Servel Inc. and the Easter- 
ling Co. maintained or increased 
sales in the period when most sales 
were softening, Fortune argues, is 
some of the strongest evidence that 


poor salesmanship caused the 
slump. 
ws Salesmanship’s function, the 


article continues, is partly to main- 
tain a free industrial society by of- 
fering consumers satisfaction as it 
distributes the goods. 

People have freedom to choose 
and freedom to buy, and industry 
has freedom to persuade people to 
buy one thing or another. Sales- 
manship (including design, pric- 
ing policies and advertising) is the 
method of exercising that per- 
suasion. 

But Fortune contends that in- 
telligent sales policies can help 
balance production and consump- 
tion. “It can be argued that if all 
companies were sales-minded, they 
would prefer moving goods to dig- 
ging themselves in for the storm. 
Thus 


they would automatically | 


find ways to spend enough to pro- 
vide people with sufficient money 
to buy everything industry pro- 
duces.” 

The publication admits that “the 
argument obviously is not conclu- 
sive,” but it asserts that “it is 
nevertheless good enough to de- 
velop a theory on, considering the 
propositions economists have built 
theories on in the past.” 


ws One of the major problems that 
industry faces is that although 
salesmanship has become part of 
the national mythology, “the 
U.S. doesn’t really understand 
salesmanship—people...misun- 
derstand, underestimate and in- 
deed ridicule it.” 

And industry itself, Fortune con- 
tends, is prone to cut advertising 
budgets when sales slack off. “The 
notion of using advertising as 
a counter-cyclical instrument...a 
powerful weapon for checking the 
down-trends and leveling the 
peaks, is still the exception rather 
than the rule.” 

Moreover, the Ameriéan con- 
sumer himself has changed. He 
prefers to deposit money in a sav- 
ings bank rather than spend it. He 
is tending to become an “optional” 
buyer, putting off purchases of con- 
sumer durables. He owns more 
goods than he ever has before, is 
beginning to regard factory pro- 
ducts as utilities rather than novel- 
ties and luxuries. 

“The gradual equalization of 
American incomes certainly has 
taken much of the glow off buying 
dear for prestige... Keeping-up- 
with-the-Joneses is distinctly old- 
hat.” 


es “People are not growing easier 
to sell. They are becoming more 
technical-minded, more aware of 
comparative specifications... Fi- 
nally, there remains the fact that 
public receptivity to selling may 
not be so sensitive as it once was. 

“Years of deft, ingenious and 
dramatic advertising and promo- 
tion have blunted their appeal. 
‘What business needs,’ remarks one 
sales manager, ‘is a lot of new 
platitudes.’ ”’ 

But sales forces have softened 
up. Another article in the same is- 
sue reports on a two-week shop- 
ping tour in which the writer 
found a very small percentage of 
sales people using even the most 
obvious technique of trying to 
make related sales, despite the 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 
A “John Blair” station 


BIRDS OF NEW FEATHER—New package designs (center) for two products of R. 

T. French Co., Rochester, have been simplified and pepped up for added shelf ap- 

peal. Similar changes are planned for the entire French pet supply line. Richard 
A. Foley Advertising Agency, Philadelphia, has the account. 


beautiful merchandise displays in 
the stores. 

Fortune offers plaudits to the 
companies which have rebuilt their 
sales forces, trained new men and 
boosted advertising and sales ex- 
penditures, but says that industry 
must retrain itself and shed the 
“manufacturing mentality.” 


@ This type of thinking, it says, 
“is the state of mind that compels 
management to put manufacturing 
ahead of sales, and costs ahead of 
prices.”” It supports research and 
engineering. It makes a fine pro- 
duct and sets a price which enables 
it to earn a decent average profit 
in both good times and bad. “If 
competition raises its ugly head, 
it comes to terms, via ‘fair-trading’ 
agreements, with the competition. 
Otherwise it might have to spend 
a lot more on promotion and ad- 
vertising.” 

“After that, the manufacturing 
mentality lets the distributor and 
retailer do the rest. If buyer re- 
sistance wells up or if trade slack- 
ens a bit, it consults its graphs and 
decides that it cannot buck a trend. 
It first cuts advertising and promo- 
tion, reduces inventories to a min- 
imum, and finally starts to lay off 
workers...Having thus contrib- 
uted its share to hard times, it 
simply sits it out, waiting for said 
times: to get better.” 

On the other hand, Fortune de- 
clares, there is the manufacturer 
who also is a mass merchandiser. 
When sales are sticky, he decides 
to standardize his basic line into 
a sound utility line. He decides at 
what price the product is apt to 
sell best, and instructs his engi- 
neers to design a sound quality 
product at that price. 


a When a temporary glut catches 
him with a big inventory, he does 
not close down. “He overhauls his 
advertising and doubles his ap- 
propriations. He cleans out his in- 
ventory at cut prices, takes his 
loss, starts production on a ‘new’ 
model and sails into the fray again. 

“Dissatisfied with the way his 
wholesalers and retailers are sell- 
ing his product, he organizes a 
crack sales team, armed with all 
the latest ideas and gadgets in 
salesmanship, to patrol his outlets 


and organize model promotions. 
The first thing he knows, he is 
pushing sales to a new high. But) 
he still does not rest on his oars; | 
what he wants to do now is to push 
sales even higher... 

“Nothing,” the article concludes, | 
will contribute more to the solu-| 
tion of the problem of distributing | 
what we produce “than the de-| 
liberate cultivation on the part of 
business of a new, intense kind of | 
salesmanship, permeating and in-| 
fluencing all its activities.” 


W. A. Ayers Opens Office 


William A. Ayers, formerly man- 
aging editor of National Grange 


| Monthly, has established a pub- 


lishers’ representative office in the 
Russ Bldg., San Francisco, and 


has opened a branch office at 521 | 
|N. La Cieniga, 


Los Angeles, 
service magazines and radio sta- 
tions. 


to | 


Sets-in-Use Gains 
in Hooper Report 


NEw YorK—Colgate-Palmolive- 
Peet’s “Our Miss Brooks” climbed 
to first place on the Aug. 30 Hooper 
report. “Fat Man,” sponsored by 
Norwich Pharmacal Co., was sec- 
ond. 

The first 15 for evening: 

Our Miss Brooks (CBS), Colgate 11.1 
Fat Man (ABC), Norwich Pharmacal 10.7 
Your FBI (ABC), Equitable Life ........10.7 
Crime Photographer (CBS), Philip 

Morris ..... 
Mr. Keen (CBS), Whitehall 


10.6 
10.2 


Mr. D. A. (NBC), Bristol- 
Myers Soe cn 10.0 
Mr. Chameleon (CBS), Bayer . ~~ 


Big Story (NBC), Pall Mall 

Sam Spade (CBS), Wildroot 

First Nighter (CBS), Campana 

Curtain Time (NBC), Mars .... 

Henry Morgan (NBC), Bristol-Myers 

Stop the Music (ABC), Old Gold, 
Eversharp, Speidel ...........::.::00+-+ ‘ 

Break the Bank (ABC). Bristol- 


9.5 
«9.0 
8.6 
8.1 
8.1 


willl 


Myers : aa mh 
Inner Sanctum (CBS), Bromo- 
I a eee A A | 


tric Co.s .. sicillatiiiatane ia 
Mr. & Mrs. North (CBS), Colgate .. 7.1 

Average evening sets-in-use of 
22.5 is up 1.4 from last report, 1.9 
from a year ago. Average rating is 
5.4, up 0.4 from last report, down 
0.1 from a year ago. 


7.1 


Gets Bank Account 


Knollin Advertising Agency, 
San Francisco, has been named to 
direct a newspaper campaign for 
the Central Valley Bank of Cali- 
fornia, a new five-bank chain op- 
erating in northern California com- 
munities. Charles P. Partridge, 
formerly president of the First Na- 
tional Bank, Richmond, Cal., heads 
the new organization. 
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BofA Sets Up 2nd 
File for Retailers 


New YorK—The Bureau of Aq 
vertising, American Newspap. 
Publishers Association, has set ,, 
the second in a series of reta; 
reference files. This one, “Per 
formance Data on Furniturg 
Stores,” is intended as a guide 1 


Advert 


newspaper men and furniture me, (( 
chants in planning more effectiy@‘¢’&" 
newspaper advertising. “ar bitl 
The file has been mailed ;o! dise 
about 1,000 daily newspapers, comgiirst @ 
prising the membership of the by gion.” 
reau, and offers data on (1) ratiogg The 
of sales and publicity investmen {specifi 
by furniture stores; (2) distriby§fin the 
tion of the publicity dollar ba top- 
media; (3) seasonal changes jiyideo. 
sales and advertising; (4) comdhas re 
parative importance of departMfance < 
ments within a furniture store; (jfMany ot 
variations in seasonal sales an#Mof suc 
seasonal importance of commodigflottery 
ties and departments; (6) a lis#™scheme 
of 25 leading retail furniture an 
household newspaper advertisersflp The 
and (7) a list of retail furniturdl “Pla 
or appliance operations reportedfform e 
individually, in detail, by Bureailfsors of 
of Advertising to January, 1949. grams 


refrain 
Shirtcraftt Names Agency tional 
for Buttonless Shirts prospe 
Shirtecraft Co., New York, ha@ “Pla 
appointed Botsford, Constantine @sale of 
Gardner, New York, to handle adMated st 
vertising for Airman Model @roduce. 
shirts, a new line without button. 
Promotion plans call for an ex Pro 
penditure of $200,000 in magag‘rnish 
zines, newspapers, television ang %estroy 
point-of-sale displays. John Agfrights 
Cairns & Co., New York, handlegfpublic, 


advertising of men’s and _ boys 


shirts. and ot 


be adv 


fected.’ 
Jello-O Appoints Plass ABC 
_George R. Plass, formerly asso already 
ciate advertising manager for thd refuse 


Minute and Certo divisions of Gen 
eral Foods, New York, has beer 
named associate advertising man 
ager for the company’s Jell-O di 
vision. David W. Thurston, form 
erly advertising manager in the 
export division, has been appointe: 
advertising assistant in the Min 
ute and Certo divisions. 


grams 

make ¢ 
after O 
is lega’ 
ment o: 


8 Colw 
the sary 
challen; 
ing on | 
as ABC 
The 
Nov. 1 
date for 
AM stat 


Slick Shine to Lewin 

Slick Shine Co., Newark, man 
ufacturer of household cleaning 
products, has appointed A. W. Le 
win Co. to handle its advertising 
The account, which has not pre 
viously advertised, will be handle 


by the agency’s Newark office. [station 


Many o 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings iwc. 
207 North Michigan, Chicago 


FRanklin 2-5854 
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ABC, CBS, NBC 
Seek Injunction 
mn Giveaway Ban 


(Continued from Page 1) 
seven members, ABC called them 
“arbitrary, capricious and an abuse 
of discretion ... and contrary to the 
first amendment to the constitu- 
tion.” 

The only program referred to 
specifically, though not by name, 
in the action was “Stop the Music,” 
a top-rating sellout on radio and 
video. This program, ABC said, 
has received as “wide an accept- 
ance as, or possibly wider than, 
any other on the network. None 
of such programs constitutes a 
lottery, gift enterprise or similar 
scheme.” 


s The complaint further said: 
“Plaintiff will be unable to per- 
form existing contracts with spon- 
sors of a number of existing pro- 
grams and will be compelled to 
refrain from entering into addi- 
tional contracts with sponsors of 
prospective similar programs. 

“Plaintiff's revenues from the 
sale of time on its own and affili- 
ated stations will be substantially 
reduced. 

“Programs developed by it and 
furnished to its affiliates will be 
destroyed. Plaintiff's property 
rights and the good will of the 
public, other broadcasting stations 
and advertisers for plaintiff will 
be adversely and irreparably af- 
fected.” 

ABC added that affiliate stations 
already have indicated they will 
refuse to carry certain prize pro- 
grams (American has seven which 
make awards to home audiences) 
after Oct. 1 unless the commission 
is legally stayed in the enforce- 
ment of its ruling. 


# Columbia’s complaint, filed in 
the same court Thursday (Sept. 1) 
challenged the commission’s rul- 
ing on essentially the same counts 
as ABC. 


leaning 
W. Le§ The network pointed out that 
rtisinggNOV. 1 is the license expiration 


ot pre 
handle 
fice. 


date for three owned and operated 
AM stations, one subsidiary-owned 
station and 30 radio affiliates. 
Many other licenses will be up for 
renewal early next year. 

Emphasizing that “large sums 
ot money” have been spent de- 
veloping and furnishing sustain- 
Ing programs involving the award- 
ing of prizes to the radio audience, 
CBS denied that such programs 
Violate the criminal code. Two 
Siveaways—DeSoto’s “Hit the 
Jackpot” and “Sing It Again,” a 
portion of which Arrid will spon- 
Sor in the fall—were described in 
detail in the brief, although not 
mentioned by name. In each in- 
Stance it was denied that contest- 
ants give any consideration. 


® I» a similar action filed Fri- 
“ay in federal court by NBC, that 
hetvork alleges that every para- 
stfap of the FCC ruling of Aug. 
'8 is “void and beyond the power, 
authority and jurisdiction of the 
“om:nission.” Many of its reasons 
were much the same as those ad- 
vane ‘d by other broadcasters. The 
Cs power to revoke a license 
‘leged violation of the lottery 
nn of the criminal code with- 
ppropriate court action was 
enged. 
tlining its stake in the mat- 
NBC reported: “NBC now 
casts and has contracted to 
1ue certain programs, some 
! hich will, and all of which 
'a) fall within the terms of the 
In the 36-week period end- 
& June, 1949, there were six 
programs broadcast over 
utilizing a substantial num- 


for 
sect 


Out 


te a A ee a i TM et 


15TH STRAIGHT YEAR—Morris B. Sachs 
cuts the cake presented to him by John 
H. Norton Jr., vice-president of ABC’s 
Chicago office, on the occasion of com- 
pletion of the 15th year of broadcasting 
the Sachs’ “Amateur Hour” Aug. 28. The 
program, oldest commercially-sponsored 
program aired on a Chicago radio sta- 
tion, now is carried on WENR and 
WENR-TV. 


ber of hours weekly over a net- 
work of up to 130 stations with 
yearly billings in excess of $3,- 
000,000.” 

NBC asserted that the order has 
stymied plans for future prize pro- 
grams. Some stations have noti- 
fied the network they will not car- 
ry such shows after Oct. 1 if the 
order stands. 


FCC GETTING FEW 
GIVEAWAY COMMENTS 

WASHINGTON—Judging by the 
mail received by the Federal Com- 
munications Commission, the pub- 
lic has decided to leave the future 
of radio’s giveaways to the law- 
yers and the courts. 

Though the ban on giveaways 
received more newspaper space 
than any ruling in radio’s history, 
FCC has had fewer than 200 let- 
ters since Aug. 19 when the de- 
cision was announced. 

A commission spokesman claims 
65% of the letters are favorable 
to the FCC. Commission employes 
have collected 35 newspaper edi- 
torials. The spokesman said two- 
thirds are “favorable.” 


a Only two members of Congress 
have commented. Rep. Richard 
Wigglesworth (R., Mass.), called 
the rules “program censorship.” 
Sen. Edwin C. Johnson (D., Colo.), 
chairman of the interstate com- 


merce committee, praised the 
FCC’s “courage.’” 
Meanwhile, there are reports 


that Commissioner Robert Jones, 
who had been ill when a bare 
quorum of the commission acted 
on the rules, would announce his 
opposition. With four of its seven 
members present, FCC split. three 
to one on the giveaway ban. 

Chairman Wayne Coy, who re- 
turned after three months in 
Europe, refused to say how he 
would have voted had he been 
present when the showdown oc- 
curred. 


‘Maytair’ Appoints Two 

A. B. Carveth has been named 
advertising representative of May- 
jair in Montreal, succeeding John 
Farley, who has retired. C. C. 
Bradstock, formerly with the Ca- 
nadian Daily Newspapers Asso- 
ciation, has been appointed adver- 
tising representative, covering To- 
ronto and Ontario territory. 


Appoints Waketield Agency 


Wakefield Advertising Agency, 
San Francisco, has been named to 
direct a trade publication cam- 
paign for the Argonaut Insurance 
Exchange, San Francisco. George 
Born, formerly with Drury Adver- 
tising Agency, San Francisco, has 
joined the agency as account exec- 
utive. 


Last Minute News Flashes 
FC&B to Handle Dulany’s Frozen Foods 


New YorK—Foote, Cone & Belding has been named to handle the 


frozen foods division of John H. Dulany & Sons, Fruitland, Md. The| 


agency previously handling the account was Cortland D. Ferguson, 


Baltimore. 


5 Magazines to Carry Dole Cocktail Copy 

San FrRANcisco—Hawaiian Pineapple Co. is launching a campaign 
to promote its Dole fruit cocktail with full-page, full-color ads in the 
November and December issues of American Home, Family Circle, 
Good Housekeeping, Ladies’ Home Journal and True Confessions. N. W. 


Ayer & Son is the agency. 


Babbitt’s Ads Offering Tulip Bulb Premiums 


New YorK—B. T. Babbitt Inc. is running a promotion on its Bab-O 
and Glim from Sept. 9 to 23, offering six tulip bulbs for 25¢ with one 
Bab-O or Glim label. The campaign will run in The American Weekly, 
Family Circle, Good Housekeeping, Western Family and in “Buy- 
Lines” by Nancy Sasser in 83 newspapers, and other papers nation- 
ally. Further support will come from network radio shows and spot 
announcements. Duane Jones Co. is the agency. 


Anti-Bulb-Snatching Ads Continued by GE 


CLEVELAND—General Electric Co.’s lamp department will launch an 
intensive anti-bulb-snatching drive from Sept. 19 to Oct. 31. Four- 
color ads will break as follows: The American Weekly, Sept. 18; Life, 
Oct. 17; Look, Oct. 25; Parade, Sept. 11; The Saturday Evening Post, 
Oct. 8, and This Week Magazine, Oct. 2. Batten, Barton, Durstine & 


Osborn is the agency. 


Weiss & Geller Gets College Inn; Other News 


College Inn Food Products Co., Chicago, has appointed Weiss & Gel- 
ler, Chicago, to handle advertising of its tomato juice cocktail, chicken 
a la king, etc., effective Oct. 1. Newspapers, magazines, radio, TV spots 
and trade publications will be used.. Murine Co., Chicago, through 
Batten, Barton, Durstine & Osborn, will sponsor a five-minute news 
program with John B. Kennedy over Mutual, starting Sept. 24... 
Frank E. Mullen, formerly executive vice-president of National Broad- 
casting Co., has been retained as a consultant by WPIX, New York. He 
recently resigned as president of the G. A. Richards stations in Detroit, 
Cleveland and Hollywood ...Quaker Oats’ “Man on the Farm,” now 
a 30-minute Mutual attraction, will be expanded to a full hour next 
month. Sherman & Marquette is the agency ... Thomas A. Kennally re- 
places W. P. Jones, new Servel Inc. president, as president of the re- 
frigeration division of Philco Corp. (See story on Page 8) ... Burgess 
Battery Co.’s handicraft division’s Vibro-Tools will be advertised this 
fall and winter in pages in The American Weekly, Parade, Popular Me- 
chanics and Popular Science, and in smaller space in American Home, 
Better Homes & Gardens, House Beautiful and House & Garden. C. C. 


Fogarty Co., Chicago, is the agency . 


Roebuck & Co. will use radio in 


.. For the first time in years, Sears, 
Chicago to promote its American 


Peoples Encyclopaedia. Starting Wednesday (Sept. 7), it will sponsor 
Paul Gibson’s twice-daily show on WBBM. Sears, which placed the 
show direct, tried radio for the 20-volume set in California recently .. . 
John G. Porter and Paul A. Wassmansdorf, in General Electric Co.’s 
advertising department since 1934, have been named advertising man- 
agers of GE’s major appliances and traffic appliances, respectively. 


Slocum Gets Group 
Support for Audit 
Bureau Vacancy 


New YorK—A number of busi- 
ness paper publishers swung their 
support to George M. Slocum, pub- 
lisher of Automotive News, De- 
troit, when they endorsed a letter 
sent out last week by George F. 
Taubeneck, publisher of Air Con- 
ditioning & Refrigeration News, 
Detroit, soliciting proxies for Mr. 
Slocum’s election to the board of 
the Audit Bureau of Circulations 
in October. 

Opposing Mr. Slocum is one of 
the two incumbent directors, rep- 
resenting the business press, P. 
M. Fahrendorf, vice-president and 
director of Chilton Co., who is 
standing for reelection. The other 
incumbent, J. E. Blackburn Jr., of 
the McGraw-Hill Publishing Co., 
is supporting Mr. Slocum. 

During the week, Mr. Fahren- 
dorf sent a letter to a number of 
his friends, and others who have 
made inquiries, to clarify his po- 
sition on auditing controlled pa- 
pers. 

“At no time,” Mr. Fahrendorf 
said, “did I bring before the board 
or recommend that the ABC audit 
controlled papers. Furthermore, I 
did not suggest auditing the un- 
paid portion of ABC business pa- 
pers. 

“When the matter of auditing 
the unpaid portion was presented 
to the board, and I realized that 
the bureau was desirous of mak- 
ing a test case in Canada to deter- 
mine the practicability of doing 
the job, I voted in the affirma- 
tive.” 

As further support of Mr. Slo- 


cum’s candidacy, a meeting of pub- 
lishers will be held Sept. 9 at the 
University Club here to organize 
a campaign committee. 


e The letter sent out to about 100 
business paper publishers, urging 
Mr. Slocum’s election, says that 
before 1947 the business press had 
one representative from the West 
and one from the East on the ABC 
board, and that one of these rep- 
resented small or one-unit pub- 
lishers and one represented large 
or multiple-paper publishers. 

Mr. Slocum’s candidacy is being 
urged on two grounds: (1) that 
he represents western and single- 
unit publishers, and (2) that he is 
a strong believer and advocate of 
paid circulation “with no divided 
loyalties.” 

Mr. Fahrendorf, publisher of 
Department Store Economist, a 
controlled circulation paper, is on 
record as favoring audited occu- 
pational breakdowns of controlled 
portions of ABC papers (AA, Aug. 
29). 

Among the publishers endorsing Mr. 
Taubeneck’s letter supporting Mr. Slocum 
are P. C. Lauinger, Petroleum Publish- 
ing Co.; C. S. Baur, Casket & Sunny- 
side; Carl Mann, Case, Shepherd & Mann; 
Arnold Friedman, Lebhar-Friedman Pub- 
lications; Ray Dudley, Gulf Publishing 
Co.; Thomas B. Haire, Haire Publishing 
Co.; J. E. Blackburn Jr., McGraw-Hill; 
T. W. Lippert, Mining & Metallurgical En- 
gineer; J. H. Moore, Moore-Robbins Pub- 
lishing Co.; C. T. Stuart, Editor & Pub- 


lisher, and Robert Haig, Hearst Maga- 
zines 


Names Casler, Hempstead 
The Rochester, N. Y., office of 
Casler, Hempstead & Hanford has 
been appointed to handle the ad- 
vertising of Life-Long Disherwell 
Co., Rochester. Trade publication 
advertising and direct mail fea- 
ture the Disherwell for sanitary 
maintenance of ice cream scoops. 
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Gardner Chief 
Aids Survey on 


Recruiting Ads 


WASHINGTON—Secretary of the 
Army Gordon Gray revealed 
Thursday that Mark Martin, vice- 
president of Gardner Advertising 
Co., will play a key role in the 
survey now getting under way to 
determine the future status of ad- 
vertising in military recruiting 
programs. 

Mr. Martin is to serve as a spe- 
cial assistant to the secretary, the 
Army revealed, and to work with 
the Department of Defense in ex- 
amining the need for advertising 
services in the Army and Air 
Force personnel procurement sys- 
tem. 

In accepting the appointment, 
Mr. Martin stated that the Gard- 
ner agency will not enter further 
competition for advertising ac- 
counts of the armed services 
should the study disclose that 
continued advertising is desirable. 
For the past two years, Mr. Martin 
has represented Gardner in quest 
of military accounts. 


es In 1947, he won the National 
Guard account from N. W. Ayer 
& Son. The following year he 
snatched the $5,000,000 Army and 
Air Force program from Ayer. 

In May the services announced 
that Gardner would direct a $2,- 
000,000 program during the com- 
ing year, but a cryptic statement 
from the Secretaries of the Army 
and Air Force Aug. 3 said the 
agency’s contract would be ter- 
minated Oct. 31 and that a study 
would be made “to determine 
whether advertising is necessary 
to support recruiting during the 
forthcoming year” (AA, Aug. 8). 

The statement made no refer- 
ence to the political turmoil stirred 
up during July when representa- 
tives of Ruthrauff & Ryan ap- 
peared before the Senate appro- 
priations committee protesting 
that the services had failed to se- 
lect the best qualified agency for 
their account. At the same time a 
spokesman for Ayer suggested that 
the committee determine why only 
four agencies appeared before the 
board selecting the Army and Air 
Force agency (AA, July 18). 


Lever Starts Spry 
Baby-Naming Contest 


CAMBRIDGE, Mass.—Last week 
Lever Bros. Co. launched a $10,- 
000 baby-naming contest for Spry 
with a full page in Life. 

Promotion for the contest also 


was scheduled for 93 Sunday 
comic supplements and Lever’s 
radio show “Aunt Jenny” over 


84 Columbia Broadcasting System 
stations and the Canadian Broad- 
casting System. 

Contestants must compose a 
name for Aunt Jenny’s new blue- 


eyed baby granddaughter from 
letters in the slogan, “You'll be a 
better cook than ever with new 


better-than-ever Spry.” 

First prize consists of $10,000, 
and the second place winner gets 
$2,500. There are 25 third place 
awards of $100 each, and 1,000 
prizes of $10 each. 

Ruthrauff & Ryan, 
is the agency. 


New York, 


Spoonamore Joins Ross Roy 

Elwood B. Spoonamore, former- 
ly advertising manager of Seiber- 
ling Rubber Co., Akron, has joined 
the copy staff of Ross Roy Inc., 
Detroit agency. 


Reid Joins Jam Handy 

George Reid, formerly with 
Standard Oil of Indiana, has joined 
the contact and sales promotion 
staff of Jam Handy Organization, 
Detroit. 
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DuMont Loses 
Suit to Halt 
Macy Price Cuts 


New Yorx—Allen B. DuMont 
Laboratories will decide this week 
whether to file an appeal in its 
dispute with R. H. Macy & Co. 

Justice Henry Greenberg in 
supreme court last week dismissed 
the set manufacturer’s motion to 
restrain the department store from 
advertising and selling DuMont 
sets at cut prices. He also vacated 
the stay which prohibited Macy’s 
from representing itself as a Du- 
Mont dealer. 

The court ruled: “Plaintiff 
could easily have protected its po- 
sition if it desired to do so by the 
simple process of price-fixing the 
merchandise under the Fair Trade 
Act. Having failed to avail itself 
of the protective features of the 
Fair Trade Act, it clearly has no 
right to challenge the defendant’s 
sale of DuMont television below 
the price which the plaintiff, in 
the light of past happenings, con- 
sidered to be fair and proper.” 


s DuMont’s attorney said the 1950 
line is fair traded, but the 1949 
models, the subject of the dif- 
ferences between Macy and Du- 
Mont, were not at the time when 
Macy’s advertised them at sharp 
reductions shortly after the store 
was disenfranchised by the set 
maker. 

Macy’s at press time was offer- 
ing the new DuMont line at list 
price and the discontinued Club 20 
at 50% off. 

This set also was advertised in 
newspapers at 50% off by Hearn 
department stores. Hearn, Du- 
Mont said, is not an authorized 
dealer. 


Shrager Agency Moves 

John Shrager Inc., New York 
agency, has moved its offices from 
624 Madison Ave. to 2 W. 46th St. 


— 


38 PARK PLACE. NEWARK 


I—The Snob 
He speaks the tongue of 
His manner makes it plain 
Would merit full disdain. 


His goods are but the veddy 
And only for the few 


II—The Wit 


A fast bon mot, whereby 


Is in his sprightly patter, 
A secondary mattef?. 
III—The Glamor 
In every field of selling, 
Identified by trim physique 
Until, to your frustration, 


But useful information. 


That talk of price or quality 


Who value true exclusiveness. 

He doubts that they’re for you. 

On every point he’ll furnish you 
He puts the spotlight on himself 
And not on what you’d buy. 

A self-acknowledged wit, his pride 


And if he sells no goods—well, that’s 


This type you find in either sex, 


And manner quite compelling. 


You’re both attracted and impressed 


You find they offer everything 


Take a Look from the Front of the Counter 


Advertising’s well defined 
As salesmanship-in-print, 
So ponder certain sales-types 
Ere you start your copy stint: 


IV—The Stuffed Shirt 
To him, the Company is God, 
Whose name all folks adore, 
And what the competition does 
He chooses to ignore; 
For, after all, a Century 
Of Leadership’s enough 
To prove his product’s quality; 
No need to sell the stuff. 


aesthetes, and 


best, 


V—High-Pressure Boy 
He greets you with a Big Hello, 
He grabs you by the coat 
And shouts that if you don’t buy now 
You’ll really miss the boat. 
Through sharp technique and force of words 
He makes the folks believe 
It’s now or never—if, of course, 
They’re totally naive. 


Kid 


Need we point out: 
You meet such sales-types every day 
In print— and no detective 
Is needed to identify 
The type that’s most effective. 


CARL CONNABLE, 
Account Executive, Charles 
M. Gray & Associates, 


Detroit. 


This pert and poetic analysis of salesmen by Mr. Connable is one of many poems con- 
tributed for free (ah, those poets!) to AA’s occasional column of verse in recent months. 
Come on, you readers: Send in your own comment in verse on the advertising scene. 


VI—The SALESman 
A friendly, glad-to-meet-you chap, 
He’s quietly persuasive; 
He never rams it down your throat 
And never seems evasive. 
He tells his goods’ advantages 
And how they satisfy, 
And so, instead of selling you, 
He makes you glad to buy. 


Legget Names Peck Agency 


Francis H. Legget & Co., New 
York, food products, has appointed 
Peck Advertising Agency, New 
York, to handle advertising of Pre- 
mier brands. Newspapers and radio 
will be used. Brisacher, Wheeler & 
Staff, New York, formerly had the 
account. 


prove it! 


ROCKFORD MORNING STAR 


THE OLD ANALYST 


Yes sir, it’s a fact, Rockford has an 
ABC City Zone population of 


The ABC Retail Area totals 


And it’s one of the most prosperous 
sections of the country . . . sales figures 


Rockford Register-Republic 


* 
a 


SAYS... 


122,601 
377,854 


Annual Reports Win 
Increasing Research, 
Institute Declares 


New YorK—Annual corporate 
reports, the Graphics Institute con- 
cludes in a special survey, are 
growing in importance and “an 
increasing amount of research is 
being devoted to finding out what 
types of data and design bring 
maximum effectiveness.” 

The institute, in its “Report No. 
1 on Annual Report Research,” 
points ups five highlights from 
five surveys seeking to learn what 
stockholders, employes and the 
general public want from annual 
reports. 

These highlights, the institute 
said, include: (1) Information 
about earnings, financial status 
and prospects, as stressed in a 
Roper study for the Controllership 
Foundation; (2) information on 
a comparative basis, as stressed in 
an American Institute of Account- 
ants’ study; (3) stockholders want 
data shown in chart form, accord- 
ing to a survey of 4,000 stock- 
holders by General Motors Corp.; 
(4) employes want annual re- 
ports, according to a survey by 
the Macfadden Wage Earner 
Forum; and (5) pictorial charts 
score highest in interest, accord- 
ing to a study made by the Borden 
Co. 

In its summary of recent find- 
ings, the institute offers illustra- 
tions and examples on each major 
point from annual reports of the 
New York Telephone Co., J. C. 
Penney Co., General Motors, New 
York Water Service Corp., Radio 
Corp. of America and Borden. 


McCarty Names Mulheren 


John A. Mulheren, formerly with 
McGraw-Hill Publishing Co. as 
manager of sales promotion and 
research for Chemical Engineering 
and Food Industries, has been 
named an account executive of 
McCarty Co., Pittsburgh. 


Advertising Age, September 5, 1145 


‘Tampa Times’ Names 


McIntosh as Towner 
Opens Texas Agency 


TAMPA, FLa.—L. H. Towner, ad- 
vertising manager of the Tan pq 
Times since 1932, has resigned to 
open an advertising agency ip 
Houston. Donald E. McIntosh, who 


D. Mcintosh 


L. H. Towner 


started his advertising career oy 
the Times in 1929, has been named 
acting advertising manager to suc- 
ceed Mr. Towner. 

Mr. Towner and Donald Hedrick 
have formed Hedrick & Towner 
with offices in the Southland Bldg., 
Houston. 

Towner has been in newspaper 
advertising for more than 30 years, 
starting on the Kansas City Star 
From 1918 to 1931 he had his own 
advertising feature service for 
newspapers. In 1932 he leased the 
advertising department of the 
Tampa Times. A year later, David 
E. Smiley, the present editor and 
publisher, and Ralph Nicholson 
leased the newspaper and subse- 
quently acquired ownership. 


Writes Circulation Study 


A study of newspaper circula- 
tion promotion, “How to Increase 
Daily Newspaper Circulation,” wil! 
be published Sept. 6 by Max Eisen, 
former special assistant on the 
European edition of the New Yor! 
Herald Tribune. Prepared with the 
assistance of Dr. Ralph S. Alex- 
ander, professor of marketing, Co- 
lumbia University, the study deals 
with distribution, policy and con- 
tent, makeup, promotion and 
price. 


Peirce Names Rountree 


R. J. Rountree, formerly adver- 
tising and sales promotion man- 
ager of A. B. Dick Co., Chicago 
manufacturer of Mimeograph 
products, has been named vice- 
president in charge of sales and 
advertising of Peirce Wire Dicta- 
tion Systems, Evanston, II. 


FOE 


PROSPEROVS 


ERA NEW ERGAURSAS 


wric.- 
DOMINATES 


/ 
# 


souTn 


THE PROSPEROUS 
ERN NEW ENC. Ay © 
MARKET ee a 


Paul W. Morency, Vice-Pres.— Gen. Mgr. + Walter Johnson, Asst. Gen. Mgr.— Sales “9" 
WTIC’s 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 


Adv 


Fe 


to 


of 


the 

theil 
rolet 
WLI 
$1,54 
righ 


. ee ‘ } i ; ; S dee ia s ne ‘ et eis i ate << 4 - . : r ae c oe a Me - a ee Tee ee cee Bulk tte . ot x we ‘ : 
ae ee ee a er Se ee ee ee a) ea Sere, ee eae at rede a ers ‘ 
SOS Be a — fc aia eh ae te ba Tee ee Ce sa A enn aig tas aay ew aii alae ee fs Se a eS 
ee 
9 = 
a eee - Z 
| 
ee : 
for t 
PE Ch 
| P and 
d , Dam 
| { io on a 
as a Ye} |-: 
~~ gam: 
. 7 ; and 
s.. stati 
SS Fc 
) 
| 
| 
| 
| et 
San 
sche 
—_ letic 
pan} 
broa 
Al 
mee 
| Port 
| Clar 
| | a | Mar 
| | eC | is a 
| | whic 
| Al 
| be a 
the « 
sylv: 
ee Stril 
carr’ 
| the s 
telex 
a . 
| aT 
a will 
Oil ¢ 
of . 
| boug 
_ Co. 
St 
' cove 
— —_— eC ‘olle 
| Ls (| ee both 
Photography i j a 
Advertising, Sales 
and Reporting and tditorial Use 
ANYWHERE WRITE FoR a 
i 
UR en lll 
a —— lll—~— 
(A 6-4 ‘ oS aut SI IE a 
. \ / ‘ ae ~~ ) , (is 
i, 
(i/ Vi | 
Ri !_ 4 ; ‘| 
Gtk | | | 
, ae . | | ‘ 
' 
P ae eLINOTS a 
ROCKFO — 
“ity yn the Mid West Pee er Se) 
Best Test | : a \ 
. : ~ ope 
NEV 
, 


ir 5, 1949 


ames 
ner 
ency 


mer, ad- 
Tar pa 
igned to 
ency in 
sh, who 


wher 


reer on 
1 named 
- to suc- 


Hedrick 
Towner 
id Bidg., 


wspaper 
0 years, 
ty Star 
his own 
ice for 
ased the 
of the 
t, David 
tor and 
icholson 
- subse- 


ip. 


d 


circula- 
Increase 
yn,” will 
x Eisen, 
on the 
w York 
with the 
. Alex- 
ing, Co- 
ly deals 
nd con- 
nm and 


adver- 
1 man- 
Chicag 
graph 
1 vice- 
les and 
Dicta- 


ete “Series 


Advertising Age, September 5, 1949 


Football Games 
to Have Plenty 
of Sponsorship 


(Continued from Page 1) 
for this series. 

Chicago TV Stations WGN-TV 
and WBKB will feed the Notre 
Dame games to the DuMont net 
on alternate weeks. 

Chevrolet will sponsor the 
games in Chicago on WGN-TV 
and WBKB, depending on which 
station originates the telecast. 

Followers of Ohio State can see 
the university’s home games on 
their TV sets, thanks to the Chev- 
rolet Dealers of Columbus and 
WLW-C. The sponsor will pay 
$1,500 per game for the video 
rights. 


s Tide Water Associated Oil Co., 
San Francisco, will air the full 
schedule of the Pacific Coast Ath- 
letic Conference. This is the com- 
pany’s 24th year as a football 
broadcast advertiser. 

Also in Tide Water’s lineup are 
meets of the universities of Utah, 
Portland, San Francisco, Santa 
Clara, Loyola, Nevada and St. 
Mary’s College. Buchanan & Co. 
is arranging this sports program, 
which starts Sept. 17. 

American Tobacco Co. will again 
be a major video sponsor, scanning 
the doings of Harvard, Yale, Penn- 
sylvania and Army elevens. Lucky 
Strike’s game-of-the-week will be 
carried over a major hookup. At 
the same time, minor networks will 
televise games of regional interest. 
N. W. Ayer & Son is the agency. 


s Twenty Arkansas radio stations 
will be included in Esso Standard 
Oil Co.’s hookup for the University 
of Arkansas games. Time was 
bought through Marschalk & Pratt 
Co. 

Standard Oil Co. of Indiana will 
cover a midwestern schedule of 
ollege and professional games 
both on radio and on video. 


While both Standard and its sta- 
tions declined to supply details 
pending completion of final ar- 
rangements, it is understood that 
the oil company will sponsor the 
two National Football League clubs 
(Chicago Bears and Cardinals), 
showing films of the games in the 
middle of the week following the 
Sunday on which they are 
played. 

Among the college games Stand- 
ard will sponsor are the North- 
western University tilts, which will 
be aired locally on alternate week- 
ends by video Stations WGN-TV 
and WBKB. 

A 30-minute film composite of 
games of the Big Ten will be 
seen weekly over 16 midwestern 
stations starting late this month. 
Ford dealers will sponsor the 
series, arranged by J. Walter 
Thompson Co. 

Ethyl Corp. will use a seven- 
station hookup for the broadcasts 
of Louisiana State University foot- 
ball games. Batten, Barton, Dur- 
stine & Osborn is the agency. 

Weightman Inc., Philadelphia 
advertising agency, has the broad- 
cast rights to the Philadelphia 
Eagles games, aired over the newly 
organized Sports Broadcast Net- 
work set up to handle champion- 
ship sporting events. The series has 
started already with WPEN, Phil- 
adelphia, as the key outlet. 


PHILLY TV SET OWNERS 
SAY THEY GO TO GAMES 


PHILADELPHIA—Television has 
made football fans, not decreased 
the number, according to a survey 
completed here Aug. 28 by TV 
Digest, local program and feature 
weekly. 

A postal card survey among its 
readers revealed that 13% more 
televiewers attended games of the 
Philadelphia Eagles, national pro- 
fessional football champs, than had 
gone before they purchased sets. 
This extra 13% became interested 
after watching telecasts of the 
games. The Eagles team has 
banned TV cameras from its local 
games for the coming season. 

Those owners of sets who had 
not attended Eagles games before 
they viewed them on television 


OF 


PASADENA 
Department 
STORES 


The 6 leading Pasadena department 
stores choose The Star-News as their 
No. 1 advertising medium by more 
than 3 to 1*. 


Department stores have long been recognized as smart 


advertisers .. 


. To obtain the best results they pick 


the NEWSpaper of the rich San Gabriel Valley with the 
LARGEST PAID CIRCULATION. 


PASADENA 


*Source: Media Records 1948 


ISTAR-NEWS 


W YORK ®* 


CHICAGO  °* 
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Represented Nationally by Cresmer & Woodward, Inc. 
DETROIT 


¢ SAN FRANCISCO ¢* LOS ANGELES 


33rd coin carries the Capitol building in 


HISTORY—Newest bubble gum novelty of Topps Chewing Gum Inc., Brooklyn, is 
Golden Coin, which features a series of coins—one in each package, each carrying 
the embossed portrait of an American President on one side, and his biography on 
the reverse side. There are 32 Presidential subjects—Washington to Truman—and a 


Washington. Wrappers depict dollar bills 


for use as “play money.” 


said they attended an average of 
3.1 games each when they became 
fans. All the set owners who re- 
plied to the magazine survey said 
they attended Eagles games in per- 
son, not just watched them on 
television. 

If the Eagles rescind their ban 
on local television, about 75% of 
TV Digest readers will attend 
games at the ball park. If not, 
about the same percentage will 
not purchase tickets to the games 
because of resentment. 

On Aug. 24, officials of the 
Philadelphia Eagles granted per- 
mission to WFIL-TV to televise the 
team’s five away-from-home- 
games. The local ban still remains. 


Mennen’s Christmas 
Campaign Readied 


New YorkK—Mennen Co., manu- 
facturer of men’s toiletries, will 
promote Christmas gift sales with 
advertising in magazines, maga- 
zine sections and 15-minute radio 
shows over 47 stations from coast 
to coast this fall. Radio advertis- 
ing will be on variety and news 
broadcasts. 

The Mennen gift set will be the 
principal gift package merchan- 
dised for the holiday season. It 
contains a skin bracer, shaving 
cream, talcum, and a new cream 
oil recently added to the Mennen 
line. The set retails for $1.10. 

Life, Look and This Week Maga- 
zine are scheduled for fall in- 
sertions, but the advertiser would 
not disclose the opening date of 
the campaign. 

For mothers, Mennen will mar- 
ket a baby gift box, consisting of 
baby oil, cream, a cake of castile 
soap, powder and cotton tipped 
applicators for eye, ear and nose 
care. It retails for $1.35. 

Duane Jones Co. is the agency. 


Sheaffer Adds Sport Show; 
Presents New Ball Pen 

W. A. Sheaffer Pen Co. joins 
the ranks of TV sports advertisers 
as backer of Telenews’ “This Week 
in Sports,” starting Sept. 21 over 
CBS. Russel M. Seeds Co. is the 
agency for the Fort Madison pen 
maker. Program is a 15-minute 
weekly sports reel. 

The Fineline division of Sheaffer 
has added a new small-size ball- 
point pen to its line of writing in- 
struments. The new pen, called the 
Smoothie and selling for $1.50, is 
equipped with the full-size Micro- 
Crafted replaceable unit. 


Adds Richard Rothlin 

Richard Rothlin has resigned as 
an assistant account executive of 
Young & Rubicam, San Francisco, 
to join the advertising and sales 
promotion department of Western 
Beet Sugar Producers Inc., San 
Francisco. 


John-Raider Moves Oftices 
John-Raider Associates, New 
York agency, has moved its offices 


to 232 Madison Ave. 


20,602 Publications 
in Ayer Directory 


PHILADELPHIA—F rom Panama to 
Pakistan, ambassadors, Zula chiefs 
and others are getting N. W. Ayer 
& Son’s 1949 “Directory of News- 
papers and Periodicals.” 

The famed directory this year 
lists 20,602 publications in the U. 
S., Hawaii, Alaska, Canada, Puerto 
Rico and Cuba. 

Eleven thousand of the listed 
publications report increased cir- 
culations over last year. The book 
lists 430 new publications; 360 
old ones reportedly were sus- 
pended. J. Percy H. Johuson, cdi- 
tor of the directory for the past 
decade, told AA that 25,000 factual 


63 


changes were made in the 1948 
edition to bring the new 8lst edi- 
tion up to date. 


we Mr. Johnson said that in the 
past ten years the directory has 
nearly tripled its circulation. This 
year about 3,500 copies, a new 
record, will probably be sold at 
the $25 price. The 1,400-page 
volume contains detailed informa- 
tion on the publications and sup- 
plementary information on mar- 
ket areas. 

Johnson says some journalism 
schools gave special exams based 
on the directory; buyers do 
include Zula chiefs and others 
outside the advertising, writing 
and allied fields. 

The State Department buys 80 
copies a year for its embassies 
and consulates; the Library of 
Congress uses 18 copies. One re- 
cent unusual sale: To a missionary 
in China, who said the volume was 
worth $700,000 in inflated Chinese 
currency. 


WLAW Promotes Laffey 


Frederick P. Laffey, chief an- 
nouncer since 1942, has been ap- 
pointed program director of Sta- 
tion WLAW, Lawrence, Mass., suc- 
ceeding James T. Mahoney. 


SELL ale 


Put your sales message on signs that 
are talked about and remembered 
PAINTED DISPLAYS . NEON SIGNS 
. CHOICEST LOCATIONS . 
STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texas 


SPECTACULAR SIGNS BY 


STERLING 


tailored to fit any budget. 


DIXIE TERMINAL e¢ 


dozen good test cities 


@ Syracuse to Omaha... Canton and Dayton 
... South Bend... Grand Rapids . . . Rock- 


ford and Peoria . . . Cedar Rapids . . . others, too. 


@ Burgoyne Store panels functioning for years for 
national advertisers . . . appeal to thrifty sales man- 


agers of grocery and drug store products . . . can be 


@ Find in this representative group the test cities 

9 - 
where you can best pretest by “over-the-counter” sales 
any new product, advertising or merchandising plan 


... the answers come quickly. 


@ Let us set up a proposal to fit your problem .. . 


Burgoyne Grocery ér Drug 2 © 


CINCINNATI 2, OHIO 
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What is COMPETITION? 


There are many different definitions of competition. But there's one truth about it always 


to keep in mind: competition is getting more people to like and believe in your product than the 


other fellow can persuade regarding his. 


For years the Chicago Daily News has been 


helping advertisers to compete in the Chicago 


market. To compete powerfully, constructively 


and successfully. 


Getting into the more substantial homes of Chicago with what you have to say is essential 


to forceful competition. The Chicago Daily News takes you there every week day evening. 


Through the medium of just this one single newspaper you are enabled to talk to Chicago's most 


IMPORTANT million. 


Important? Hotel and resort advertisers, for 


example, certainly think so. They place more of 


their advertising in the Daily News than in any 


other Chicago newspaper. 


It takes a lot o' buyin’ to keep good homes a-goin'! And these Daily News families with 


their better standard of living to maintain are always eager to know. To know what the stores 


and manufacturers have to offer that will make good living even better! 


HICAGU DAILY 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK 


For 73 Years Chicago’s HOME Newspaper 


JOHN S. KNIGHT, Publisher 


Offices in 


DETROIT 


LOS ANGELES 


NEW 
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